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AS THE KIDS GO TROOPING BACK TO SCHOOL 


AGAIN, we are once more reminded of the import- 
ant part the electrical business plays in keeping them 
fit and sturdy — the refrigerators and ranges that 
preserve their vitamins; the washers and ironers that 


keep Their clothes clean and safe; the better light that 
preserves their eyesight. 














The young lady is rubbing her hand on the 
surface of a plate glass mirror. She thinks it is 
smooth. But don’t blame the young lady. She 
doesn’t know that through a microscope, that 
mirror’s surface looks like a cross cut saw. 


And she doesn’t know either that in the produc- 
tion of delicate war instruments, Apex craftsmen 
are working steel surfaces to a degree 50 times 
smoother than the smoothness of the finest mirror. 
But that is their standard and they are meeting 
it day in and day out. 


To accomplish such perfection in workmanship, 
it was necessary for Apex to adopt the technique 


50 TIMES SMOOTHER THAN PLATE GLASS! 


of the watch maker and work with far closer toler- 
ances than ever needed by washer manufacturers. 


Our experience in highly-precisioned war work, 
plus our established leadership in design and 
engineering features, is certain to assure even 
finer Apex appliances for postwar days. Our 
newly installed precision equipment and im- 
proved facilities will greatly increase our appli- 
ance capacity and help Apex maintain its pre-war 
position as one of the world’s largest makers 
of fine electric washers, ironers and cleaners. 


It will pay you to keep your eyes on Apex. 


THE APEX ELECTRICAL MANUFACTURING COMPANY e CLEVELAND, OHIO 

















Apex Main Plant before new Sandusky Plant, home of the 
additions. Now 50% larger. 


popular Faultless line. 





nent mold and sand castings. :. 


The entire Apex organization is all-out on war orders, making such delicate and highly-precisioned devices as aircraft 
engine parts, firing controls for naval guns, aerial photographic equipment, high altitude oxygen control devices, 
practise shell development and other jobs requiring the services and skill of highly trained and experienced technicians. 
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NEW WASHERS 


VIDENCE, if any evidence were needed, of the pressure 

of demand that has been, and is daily, building up for 

electrical appliances is in the reaction of the trade and 
the public to the news that manufacturers were meeting with 
the War Production Board to discuss the possibility of resum- 
ing manufacture of washing machines. 

Because of the intense interest rumor has, as always, grown 
great on the mere fact that meetings have been held and recom- 
mendations by the producers made to government authorities. 
‘Lypical is the talk going around in the trade—the kind of stuff 
that is quoted and requoted, that spreads from an idle remark 
by an irresponsible person—to the effect that some suppliers 
are already making parts to be used in the assembly of new 
washers for civilian use. 
truth in it. 

Manufacturers have found it necessary to combat these rumors 
by letters to their dealers and distributors stating the facts. 
One maker was quoted in the newspapers recently as making 
the statement that in spite of rumor, none of his washers would 
be available for Christmas presents. 





There, of course, is not a word 


This publication, for another example, a good many times in a 
week has to tell eager retailers and anxious members of the 
consuming public that there is no chance to obtain new washers 
in the near future. 


HAT the American Washer and Ironer Manufacturers’ 

Association has done is to present to the WPB a sound 
and constructive program that looks toward a limited resump- 
tion of manufacture that will, first, ease the acute national clean 
clothes problem, and second, provide an orderly reconversion 
of manufacturing from war to civilian production as peace and 
a normal world draws near. 

The presentation made by the Association to the WPB is an 
exceedingly able job. The purpose of the first section of the 
presentation is to provide “basic and essential information on 
the present and pre-war status of domestic washing and ironing 
machines—the part they play in our civilian economy, and the 
vital service they render to the nation.” The facts clearly 
presented are — to the appliance industry and need no 
comment here; to Washington, however, 
and were rma a necessary 


they are not familiar, 
preface to the plan. 

The plan as submitted to the War Production Board deals 
with the all important element of time, and seeks to forestall any 
penalty that might be incurred by a manufacturer engaged in 
war production. It proposes a fair deal all around, and pro- 
vides a sound basis for resumption of washer business. 




























HE first recommendation is as follows: “That the War 
Production Board give this industry a minimum of six 
months advance notice of its intention to allow reconversion to 
the production of washing machines and ironers.” 
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HEN ? 


This recommendation of the six months advance notice is 
something that the trade must bear in mind in its eager antici- 
pation of washer production. It doesn’t seem likely now that 
such notice will be given immediately. Such action, if taken, 
will probably not be until after the first of the year, which 
will put production of new washers into the third quarter of 
1944, or if given before the first of the year, would mean that 
it would be late in the second quarter of 1944 before any new 
washers would be available. 


SEPTEMBER 


THER recommendations deal with such important ques- 

tions as the ratio of production; the proportion of each 
manufacturer to the total should be substantially that which 
existed before washer production was stopped. 

It is emphasized in the recommendations that all companies 
be given an equal chance, that individual companies should 
not attempt reconversion until WPB authority is given to all 
companies for required materials. 

Thruout the recommendations runs this theme of equality of 
allocation of materials, so that no company or companies will 
be given advantage over others; also that materials should be 
allocated only to those companies whose business of producing 
washers was interrupted by the war emergency, that choice of 
models to be made should be left to each manufacturer, and that 
schedules be increased by WPB whenever possible, as the war 
draws nearer and nearer to a close. 

This program sets an excellent pattern for the resumption 
of all appliance manufacturing. It has its importance not for 
the manufacturer and consumer only, but for the distributing 
trades no less. These washer manufacturers foresee the danger 
of an abrupt transition from war to civilian production, and 
have worked out a pattern to avoid the mad scramble for mate- 
rials and distribution that would follow an abrupt lifting of all 
restrictions. 

If this procedure is followed, whereby adequate notice is given 
to manufacturers of the privilege to resume, and all present 
manufacturers are placed on an equal footing, distribution also 
will have notice and the necessary time to reorganize for an 
orderly handling of the merchandise available. Distribution 
may then resume its function as gradually as manufacturing is 
resumed, and there need be no hasty or improvised means of 
getting these goods to the consumer. A sound structure of 
distribution will thus be restored to serve economically and well 
the great future volume. 
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Manpower... 


W M C rulings on “critical and “essential'joce 





RAINED manpower being as 
it is the number one problem 
in servicing electric appliances, 
it is of the utmost importance that the 
trade is familiar with the rules for in- 
ducting men under the selective service 
system. Certain revisions were made 
in August and former regulations re- 
issued. These make provision for ap- 
pliance service men in both the critical 
and cssential lists. But it must be 
borne in mind that these rules are for 
the guidance of local boards 
and are not guarantees of deferment 
without action on the part of employers 
and employees concerned. The appli- 
must act to pre- 
the cases to the local and state 
boards in an effective manner if relief 
is to be granted. 
On August 14, the War Manpower 
Commission changed the rules so that 


service 


ance service trades 
sent 


occupations take precedence over de 
pendency status (fathers with children 
born before September 15, 1942.) 


Essential List Outranked 


The program, announced by Paul 
V. McNutt, War Com- 
missioner, sets up a new list of 149 
“critical” occupations covering skills 
which are needed most urgently and 
yutranking the existing “essential” 
lists. While men in these occupations 


Manpower 


will not be absolutely “draft-proof,” it 
is explained, they will have a No. 1 
priority on deferments. 

The program provides that: 

|. Workers possessing the newly de- 
fined “critical” skills must get into 
war industry or supporting civilian 
activities, if they are not so engaged 
now, by Oct. 1, or lose further claim 
to Selective Service occupational de- 
ferment. In order to assure accurate 
channeling of workers with these 
critical skills into the most urgent war 
jobs, provision is made for hiring them 
only upon referral by or with the con- 
sent of the United States Employment 
Service. 

2. Selective Service local boards 
will give “greater consideration than 
ever before” to occupational defer- 
ment. In determining the “replace- 
ability” of a worker they are to con- 
sider the actual and immediate effect 
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What the appliance service trade can 


do to obtain deferment of vital employees 


of his induction on vital production, 
taking into account not merely the 
national shortage of his skill, but 
available replacements for even un- 
skilled workers and current local short- 
ages of skilled or unskilled labor. 

The reference above to supporting 
civilian activities is of vital importance 
to appliance service men. The follow- 
ing paragraph from the official release 
refers to this and also emphasizes the 
position of the local selective service 
boards: 

“Under Local Board Memorandum 
No. 115 emphasis is placed upon the 
critical need for maintaining war pro- 
duction. Selective Service Boards are 
instructed to deal with occupational de- 
ferments with the greatest of care so 
as not to impair war production or 
vital civilian functions. Occupational 
deferment for necessary men has al- 
ways been based on the judgment of 
the local Selective Service Boards, and 
will continue to be. But an additional 
yardstick was set up for measuring 
the “replaceability” of man in vital 
industry.” 


Critical and Essential Classes 


Now let us see where the critical 
list refers to appliance service or re- 
lated to it. In the 149 occupations in 
the newly established critical list there 
are three listed that relate to appliance 
and electrical maintenance service: 
Refrigerator equipment repairman, gas 
or electric, all around; Electrician, in- 
Stallation and maintenance all around, 
and under “foreman” what appears to 
mean that any foreman or individual 
acting in a supervisory capacity over 
clectric appliance repairmen (these re- 
pairmen having been included in the 
list of essential occupations) are in- 
cluded in the critical list. 

The item as it appears in the official 
release is as follows: 


“Foreman 


Included under this designation 


are only those individuals who are 
(1) utilizing in their supervisory 
jobs the knowledge and skills of 
one or more of the occupations in- 
cluded in the List of Critical Oc- 
cupations, and (2) those who su- 
pervise directly or through sub- 
ordinate foremen and supervisors 
production, technical, or scientific 
work in essential activities, al- 
though the occupations of the 
workers supervised may not be 
listed. The second category in- 
cludes only individuals who must 
be in jobs requiring an extensive 
knowledge of the production, tech- 
nical, or scientific work they are 
supervising, the exercise of in- 
dependent judgment and responsi- 
bility for the products made or 
services rendered, and a training 
period of two or more years. In 
some plants, the supervisory per- 
sonnel may be designated by other 
than supervisory titles, and where 
they meet the requirements out- 
lined above they are included.” 


In addition to the critical occupa- 
tion list the WMC on August 17 re- 
issued its list of essential activities. 
Under item 31—Repair Services are 
classified many of our repair men. The 
list is as follows: 

31. Repair Services: Repair of: 
vehicles, such as bicycles, motorcycles, 
automobiles, busses, trucks; tires; 
typewriters and business machines; 
elevators; shoe repairing; sewing ma- 
chines; radios; refrigerators; clocks 
and watches; harnesses; tools; stoves; 
pneumatic tube systems; power laun- 
dry equipment; electric appliances and 
motors, engines, heating equipment, 
scientific, commercial and industrial 
weighing machines; farm and other 
industrial and scientific equipment; 
welding service; roofing, and electric, 
gas and plumbing and heating installa- 
tions in domestic, commercial and in- 
dustrial buildings; building alteration, 
maintenance and repair; blacksmith- 
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able replacements for even un- 
skilled workers and current local 
shortages of skilled or unskilled 
workers in war supporting indus- 
tries. 


How long is a “necessary man” 
3 continued in occupational defer- 
‘ ment ? 

Until he can be replaced by some- 
re one not qualified for military serv- 
fe ice. In other cases of men deferred 
in war production or activities sup- 
porting the war effort deferment 
cannot be granted for a period 
longer than 6 months at one time, 
and the deferment can be revoked 
at any time a_ registrant’s local 
board finds that a registrant has 
left the job in which-he was de- 
14 ferred or is no longer needed in it. 
nM On the other hand, the board can 
r continue the deferment, by not 
more than 6-month periods, so long 
im aS in its judgment the registrant 
is needed in the war effort and is 
irreplaceable. Registrants deferred 
in agriculture, however, come 
under the Tydings’ Amendment 
and are deferred for indefinite pe- 
riods as long as they are found 
necessary to an regularly engaged 
in an essential agricultural occupa- 
tion or endeavor. 




















All the above is the official orders 
br recommendations to the local Selec- 
®e Service Boards. But we repeat 
mat this procedure of deferment is 
ily invoked when an appeal for de- 
tment is made. The employer has 
IS manpower at stake and must 
¢ the necessary stops. This is not 
imple as the following outline shows. 


es Rights and Responsi- 
| Under Selective Service 
i¢ rrocedures 


Responsibilities of Employers. 


side (1) To 1, anal 

ny survey personnel, analyze needs 
y and resources, and establish sched- 
ins! ule of replacements. 

cer! (2) To carry through an effective re- 
n wi placement training program using 
pro persons not suitable for military 
vr is purposes. 

ards (3) To keep a record of the Selective 
ount Service status of employees. 

vo i (4) To request only absolutely essen- 
e . ° 

> 4 tial occupational deferments. 

) 


(a) Use deferment reviewing 
board of top officials to 
pass upon all requests 

(b) Submit no request not war- 
ranting an appeal, if neces- 


sary. 
(5) To follow procedure in requesting 
deferment. 
(a) Give full information to 


local board. 
(b) Act promptly within proper 
time limits. 

(6) To notify the registrant's local 
board immediately upon the 
separation of the registrant 
from his employ. 


B. Request for occupational defer- 
ment will be made on Affidavit— 
Occupational Classification (Gen- 
eral), Form 42, or Affidavit—Oc- 
cupational Classification (Indus- 
trial), Form 42A, using the form 
which is applicable. The affidavit 
should be carefully prepared in 
order to give the local board ade- 
quate information upon which to 
make competent judgment with re- 
gard to the registrant’s occupa- 
tional qualifications. It should be 
signed by a responsible officer of 
the company and forwarded to the 
registrant’s local board. The em- 
ployer may submit any additional 
written evidence which he may 
deem pertinent. 


When an employer has filed a 
Form 42 or Form 42A, the local 
board is required to notify the em- 
ployer of the registrant’s classifi- 
cation using Classification Advice, 
Form 59. If the employer wishes 
to appeal from the classification of 
the local board, he must do so 
within ten days after the date of 
mailing the notice of classification 
to the registrant, as follows: 


(1) By filing with the local board a 
written notice of appeal. Such 
notice need not be in any particu- 
lar form but must state the name 
of the registrant and the name 
and identity of the person appeal- 
ing so as to show the right of 
appeal. 

By signing the "Appeal to Board 
of Appeal’ on the Selective Serv- 
ice Questionnaire (Form 40). 
(Please turn to page 70) 
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Condensed Outline of 
Statement of Minimum Manpower Position in the 
Electric Appliance and Equipment Repair Industry 
in Washington, D. C. 


The Electric Institute 


The Electric Institute is a trade association; a non-stock, non-profit corpora- 
tion, organized in 1934. Its membership includes Retailers—department 
stores, furniture and hardware stores, specialty appliance dealers, servicing 
agencies— Wholesalers, Manufacturers, Contractors, and the local Utility, 
all of which are vitally interested in the repair of electrical appliances and 
equipment, and who represent the majority of the manpower employed in this 
industry. 


Electrical Equipment Repairs—Civilian Economy 


Nothing better illustrates the tremendous task facing the electrical repair 
and service industry than the following figures which give the number of units 
of each appliance now in use in the Washington area, any and all of which 
may require service this year: 


175,000 electric refrigerators conserve health and food; 

24,000 electric ranges conserve essential vitamins and minerals; 
295,000 home radios, essential to war information, civilian defense 
and morale; 
washers save time and energy and promote health; 
hand irons are essential to present living standards; 
vacuum cleaners do twice the job in half the time as 
compared with old-fashioned methods of controlling 
dirt; 
electrically operated and controlled central heating 
plants are necessary to health and comfort. 


77,000 
203,500 
125,000 


45,000 


In the commercial field, the example of electric refrigeration is sufficient 
to indicate the importance of electrical equipment. Were it not for electric 
refrigeration in retail stores, wholesale establishments and storage warehouses, 
the city could not be provided with safe and healthful food. In these days 
of food shortage, certainly it would be unthinkable to jeopardize the health 
of the community by permitting food spoilage which might be caused by 
elimination of commercial refrigeration for even a few hours. In hospitals, 
refrigeration, proper lighting, continually available elevator operation, may 
mean the difference between life and death. 


Manpower Position at Minimum 


A survey of the repair agencies made by The Electric Institute in Novem- 
ber 1942, showed that manpower in our industry represented approximately 
only 50% of the manpower which was actively engaged in 1941. This in itself 
is serious enough, but when you add to that condition, the fact that the 
volume of repair business will increase in 1943 over 1942 by at least 50%, 
it becomes apparent that experienced men must be retained to form a group 
for training replacements. 


50% of Present Manpower Vulnerable to Draft 
Within the Near Future 


A true indication of the manpower position of the repair and services 
within our industry was compiled as of April 20th. We received replies from 
62 repair and servicing agencies, and the total number of men reported 
engaged as of April 20th in these essential repairs and services was 220. 


This compilation developed the following figures: 


Immediately available for induction (1-A, etc.)...........- 40 
Available for induction in the near future (3-A)...... 100 
Reduction of 3-A group by reason of 

possible 4-F or other deferments.......... 30 
Total 3-A classification vulnerable. ..............eeeeeee% 70 
Total number of men vulnerable in the near future.......... 110 
Percentage of total reported strength (220), 

leaving the industry in the near future............ 50% 


No Pool of Experienced Men 


A recent advertising campaign conducted by the Institute, attracted some 
94 men, of which only 58 could be given any consideration. The applicants 
were laregly 4-A, 4-H, and 4-F, and their ages ran as high as 64 years old, 
but there were no experienced appliance or equipment repairmen among 
them, so. all of those who are placed with service organizations must be 
trained from'the ground up. 


Public Health and Safety 
Requires Experienced Men 


It takes 3 to 5 years to develop trained electrical appliance and equipment 
repairmen, and as there is no experienced manpower pool on which we can 
draw, it is important that we retain the few men we have as long as possible. 
The time in which this training can be accomplished varies in the several types 
of appliances, but in general the minimum period during which the experi- 
enced group must be deferred for training purposes would be at least 
12 months. 
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Type of statement of service needs and manpower situation that should be filed 
with state and local selective service boards by local league, association or utility. 
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Servicing ‘THOR Washin p Nv 


SERVICE OPERATIONS WHILE WASHER IS IN INVERTED POSITION 


1-Turning Over the Washer 3-Changing Seal Assembly 
2-Removing Motor and Coupling 4-Cleaning the Pump 


Turning Over the Washer 


P! 'TING a washer upside down so it can be worked 
n is about like bulldogging a steer. There is a diffi- 
cult way and a simple way, and this one will interest lads 


who are feeling rather feeble. 


3 Swing it up and around, resting all the weight on the post. That post 
is plenty strong. 


Don't forget first cf all to take off the wringer and plug the support post 
with a rag, otherwize oil will leak from the opening. 


4 Lower to floor in inverted position. 


HIS is one of a series of “how to" service specific makes of 

appliances. These step-by-step operation instructions are pre- 
pared by ELECTRICAL MERCHANDISING in cooperation with 
the manufacturers and carefully checked for accuracy. Already 
published is similar service information on Westinghouse irons, 
Maytag washers, Knapp-Monarch toasters, Premier vacuum clean- 
ers, Simplex ironers, Speed Queen washers, lronrite ironers, G-E 
and Hotpoint irons, G-E washers, Blackstone ironers, Universal 
irons, Lovell wringers, Speed Queen wringers, Hotpoint ranges, 
Apex washers and ironers, Universal washers, Easy washers and 
ironers and Westinghouse ranges. Also in this issue Blackstone 
wringers (page 25) and Chromalox range units (page 20). This 
series will be continued with two or more appliances in each 
issue. 

2 Lay the washer over on its side, with the post downward. 
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« Thor washers have been sold since 
) AC Ines ; the year 1908 and the great number 
4 of old machines still in use warrants 











L th 16 in. hollow h t the housi d of th 
5 Put a brick or a block under the tub, and you are ready to go to work. ae Png Lapham A a eS. OS She, eee 











Removing Motor and Coupling 


HIS is the way an expert serviceman undertakes to 

remove a motor from a Thor washer for replacement 
or preparation for mechanism repairs. It may be replaced 
with virtually any standard rubber-mounted washer motor 
turning counter-clockwise. The washer has been inverted 
as a preliminary. 





Loosen hollow head screws on motor end of coupling with Allen wrench. 
{iwo set screws are used on coupling having pump drive pulley.) 





1 Unscrew the drip pan. 4 Loosen motor mounting brackets. Use a screw-driver on the machine screws. 
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Servicing THOR Washing Machines (continued) 


Sige 


Back coupling off motor shaft. (Note position of terminal box so that 
motor may be installed in the same position.) Lift motor from cradle, and 
take coupling from worm shaft. 


Q You need a seal tool (T-3056) for this job; it is necessary to prevent 


damage to the seal face. The tool enlarges the seal to a point where it 7 Leave 
will slide over the shaft. 





Changing Seal Assembly 


HE photos that illustrate the technique of changing a 

worn seal assembly show the machine stripped in order 
to get at the proper parts. The washer has been inverted, 
the drip pan removed, and the motor and coupling have 
been taken off as a preliminary. 


Noisy pum; 
pulleys. 1 


2 7 Jc 
eA NNREINE IA at PORE RO BL 


y J Pry the seal assembly from the housing with a screwdriver. 5 


Insert seal installation tool holding seal assembly and gasket over worm Pry the pr 
take coupling from worm shaft. 
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7 Leave seal tool on shaft while firmly tightening the screws into 





Cleaning The Pump 


HE owner will notice that the pump does not remove 
water from the tub. This is usually due to failure of 
keeping drain strainer tightly in place, allowing pins and 
buttons to fall into the pump and stop the friction drive. 
The washer has been inverted as a preliminary for this job. 





Noisy pump operation may be caused by rough and unevenly worn friction 
pulleys. Turn true, using sandpaper or replace pulleys as required. 





Pry the pump cover loose. 5 Remove all foreign matter from pump housing. 6 a a = rer: when * ae cover. Shellac 
all surfaces for reassembly. 
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Servicing THOR Washing Machines (continued) 





SERVICE OPERATIONS WHILE WASHER IS UPRIGHT 


1-Adjustment of Segment Gear 3-Removing Tub 
2-Loosening Control Shaft 4-Removing Center Post 


9 Lift cor 


Adjustment of Segment Gear 
To Obtain Proper Mesh 
And Eliminate Noise 


§ 
: 
i 
* 
3 
. 











HE customer’s complaint is usually about a knock 

heard while the machine is running. The condition is 
generally found after years of wear, or when adjusting a 
washer mechanism after rebuilding. The pictures show how 
the adjustment is made. 












3 Turn screwdriver to right or left, until knock is eliminated. Hold adjust- 

ment sleeve firmly in this position and re-tighten set screw. If adjustment 
of gear mesh is too loose, the lever will touch or closely approach the wringer 
post; if too tight, the lever will stand out away from the washer and have a 
tendency to work to the “off” position. 





To Loosen Sticking Control Shaft. 


HE owner may bring up the subject necessitating this 

repair because of difficulty in operating the control 
lever or in ability to throw the washer in or out of gear. 
The trouble is caused by corrosion or rust forming around 
the control shaft, and is usually encountered after a washer 
has been stored under conditions of excessive moisture. 





1 Loosen the 5/16 in. set screw holding the adjustment sleeve, using an 
Allen wrench. One or two turns are enough. 





This 

free 

While the washer motor is running, insert screwdriver in slotted head of 1 Remove the screw holding the control lever. handle 
adjustment sleeve, and turn agitator control lever to the operating position. shaft 
and he 
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4 Clean the keyway and lubricate with penetrating oil. 


5 This special Thor tool (T-3074A) gives you leverage to work the shaft 

free. Work back and forth. If you lack this special tool, use control 
handle and key. (Caution: Don't exert undue pressure on handle.) When 
shaft works freely, lubricate with No. 30 S.A.E. motor oil, and replace key 
and handle. 
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Removing The Tub 


HIS operation is shown because it«makes a start for 
other repair work. An experienced hand can take off 
the tub in a few minutes. 


é , oer 

1 First logsen.the holding screw-at top of agitator. Pull up agitator with 
feft hand. If it sticks to the; driver, strike agitator bell lightly with palm 

of hand to loosen. Always ‘refeniber to be careful or you will damage a 

plastic agitator or porcelain tub. Don't attempt to pry the agitator loose. 


9 Loosen drain bushing with special Thor tool (T-3075). It unscrews counter- 
clockwise. If tool is not available, the flat handle of wrench may be used. 


3 Here is the drain bushing. It fastens to the pump assembly or the drain 
cock to seal the drain connection. 


Servicing THOR Washing Machines (continued) 


4 Loosen and remove center post nut and gasket. 


* Qe, - 


BG 
VS 


his de 
job and 


The agitator shaft must be driven out of the center post tube. Use a over fe 
V4 in. rod in the tapped (5/16"-24) end of shaft. The rod must be smaller some S$ 


Raise tub from washer base. If it has been in use long and rubber has than the tapped opening, to prevent damage to the threads. 


vulcanized itself to the tub, strike upward with palm of hand on side of n the v 
tube. Don't pry with tools. In extreme cases, pull tub base rubber band from j | = 
between tub and skirt assembly, using pliers. A new band is then necessary. ‘te —_ hat br 





. ; a N elec 
+ ‘ ’ A derg 
Removing Center Post } CER is 
ce i 4 me Omyons Elec 
s ~ ait , Se, Bi. Tim 
For Repacking i 3 job ma 
‘ co . 2y echanical 
ie ee . ard, so he 
ent of the 
“HE circumstances that makes necessary this operation ad ho all but 

‘| is water leakage caused by overloading, and eventyally : ent. 
resulting in worn bearings and packing. Other photographs - In norm: 
show the removal of the tub, which is a preliminary for gaged cl 
this iob. z bs and si 
J 4 Using the rod as a punch, drive the shaft from the tube. After removing e small a 
shaft, drive out upper bearing and packing from lower end of tube. pt these 
busing jo 
placemen 
ided seve 
necessary} 


New lin 
Dvelties, 
rental | 
ementary 

her elec 

bd unde 
result of 

$ incre: 

9 ace mor 
its ie * 5 Bomen m: 
Here is assembly for repacking the shaft. Place shaft in center post tube. hopping 
Put spring, conical washer, and packing over end of shaft in sequence “We a 
shown. Press packing into tube. Lightly lubricate bearing and install it in ve us si 

Use a socket wrench on the cap screws holding the center post to the tube over sheft, with tapered or conical end down next to packing. Use old ofitable 
housing cover. bearing to drive the new bearing into place flush with top of the tube, id Mrs. 
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his dealer took a war 
job and turned the shop 
over to his wife—with 
some surprising results 
n the way of new lines 
hat brought in business 





N electrical shop which has un- 
dergone quite a bit of feminin- 
izing during wartime is that of 
ons Electric Company, Decatur, 
Ja. Tim Lyons, proprietor, took a 
ar job maintaining the electrical and 
echanical equipment in a local ship- 
ard, so he turned the direct manage- 
ent of the business over to his wife, 
ho all but transformed the establish- 
ent. 
In normal times the concern was 
ngaged chiefly in handling wiring 
bs and selling fixtures, also repair- 
g small appliances. Mrs. Lyons has 
pt these going, handling several war 
busing jobs as well as repairs and 
placements. In addition she has 
ided several new lines which made 
necessary to move to larger quarters. 










New Lines 


New lines added include toys and 
bvelties, a 5 and 10 cent counter and 
rental library, all this being sup- 
ementary to lamps, fixtures and such 
her electrical equipment as can be 
ld under wartime conditions. As 
result of this expansion, Mrs. Lyons 
BS increased the floor traffic in the 
ace more than 300 percent. Many 
omen make it a regular stop in their 
hopping tours. 

“We added these lines in order to 
ve us something to sell and make it 
ofitable to maintain a showroom,” 
id Mrs. Lyons. “My husband said I 





view of Lyons Electric Co., Decatur, Ala., 
5 Mrs. Tim Lyons, manager, serving a customer. 


This view shows the 5 and 10 center counter in the middle, glassware to the right, 


could run the place as I wanted to, so I 
have added things which I know ap- 
peal to women. These include gifts 
and novelties, that great assortment 
of what-not merchandise which women 
like to buy for their homes as well 
as gifts for bridge parties, for wed- 
dings, anniversaries, birthdays and the 
like. Included in this line are toys, 
service placques, flags and emblems. 
The line can be added to almost end- 
lessly and fits well into a retail electri- 
cal store where there is a woman to 
wait on the trade.” 

The 5 and 10 cent counter includes 
such fast selling items as lotions, 
creams, face powders, tooth paste, 
tooth powder, hair pins, hair oils, 
shaving soaps and creams, bay rum, 
and others too numerous to mention. 
Mrs. Lyons took this line from a hard- 
ware and electrical supplies jobber 
who also furnished the display case 


ECTRICAL MERCHANDISING—SEPTEMBER, 1943 


‘ 


View in small appliance repair department which has fixed enough 


electric irons "to keep the town all pressed up for the duration." 


with the deal. 

The lending library is a branch of 
the American Library Association, 
which furnishes the books, and Mrs. 
Lyons gets 25 percent of the revenue 
for her service in attending it. This 
brings in considerable revenue as the 
public seems to be reading more than 
ever before, especially war books. 


Small Appliance Repairs 


Although quite “merchandise 
minded,” Mrs. Lyons has also built 
up the small appliance repair depart- 
ment, mostly using teen-age boys as 
mechanics. The shop has repaired 
enough irons to keep the whole town 
“all pressed up” for the duration, also 
many radios, fans, toasters, clocks and 
other table appliances. Customers 
bring these in and come for them, but 
are asked to give plenty of time for 
their repair on account of the pile-up 


and a lending library to the left. 


of work. This traffic stimulates the 
sale of the floor lines mentioned. 

The wiring department is still go- 
ing, although not quite as active as it 
was during the period of new con- 
struction. However, it has handled 
one war housing project of 100 houses, 
also numerous repair and remodeling 
jobs, in fact is “carrying on just about 
as well as if I were here,” said Mr. 
Lyons. 

Looking to after-war operation, 
Mrs. Lyons says she is not sure but 
what the future of the electrical shop 
will be in selling a complete line of 
home equipment and furnishings in- 
cluding not only appliances, fixtures 
and lamps, but also floor coverings, 
heating apparatus, kitchen cabinets, 
China and glass and a host of other 
“do-dads” for the home. These build 
traffic and round out the store’s cus- 
tomer appeal. 
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HAVE been in the electrical 
| appliance business since 1919, and 

during the intervening years have 
always operated a service department 
in connection with the business. 

In fact, I have always prided myself 
on what I considered the conduct of 
a good service department, although 
like most dealers of my acquaintance 
I had never considered the operation 
of such a department. per se as a 
profitable branch of the business. Per- 
haps the reason for this impression 
was the emphasis placed on provid- 
ing good service on guaranteed articles 
because of its effect on’ future sales, 
without keeping actual figures on the 
cost of this service to charge against 
the sales of merchandise. With this 
burden to carry the service depart- 
ment could hardly be expected to show 
a profit, and so this department came 
to be considered by many dealers as a 
liability—a necessary evil of the ap- 
pliance business that robbed the 
dealer of his rightful profits. 

With that background of experi- 
ence, is it any wonder that so many 
dealers looked with misgiving on the 
turn of events that put the spotlight on 
service for a source of revenue as 
new merchandise disappeared from 
the markets? 

Would it be possible, the dealer 
asked himself, to conduct the servic- 
ing of appliances as a profitable busi- 
ness and still keep the good will of 
the people in his community? If 
service was unprofitable under con- 
ditions when help was plentiful and 
cheap, could it be handled at a profit 
with labor scarce and costly, and at 
the same time maintain charges that 





This desk was designed and built for the 
particular needs of Urner's service shop. 
Jobs going through shop are classified 
and filed in proper drawer, quickly ac- 
cessible for reference when customer 
calls on phone. Note space for printed 
forms beneath drawers and manufac- 
turers’ parts catalogues above. 





The Urner service shop and all byt 
of personnel. Mr. Urner is at the 

left. On the extreme right is the, 
manager. One man in the pick 
over 70 years old. Can you pick 
The girl handles the office 

phone calls, and receives and 
jobs over the counter. 











would be reasonable and fair, as well 
as consistent with government ceiling 
regulations? 

I will admit to these misgivings 
when the decision was made to ex- 
pand our service operations, and par- 
ticularly when the decision was made 


to move our service department from — 


the rear of the store to a separate 
location, where it would have to carry 
its own rental and overhead expenses. 

Naturally, I didn’t expect such a 
venture to pay its own way from the 
very start. The only question was 
whether it would eventually provide 
a satisfactory revenue and how long it 
would take to put such a business 
entirely on its own feet. 


A New Location 


In November 1942, we moved our 
service department into a_ separate 
building. These spacious quarters, 
60’x120’ in size, had formerly been 
an automotive repair shop, and the 
proprietor was glad to rent them to 
us for the duration since he had been 
called into the army. We not only 
acquired badly needed floor space, but 
several pieces of useful machinery, 
work benches, a ready built parts de- 
partment, office space, telephone equip- 
ment, and room enough to keep our 


tells in this 


We Have Learned How to Make 


trucks under cover—a most fortunate 
find. 
Furthermore, the location was ex- 


A veteran appliance merchandiser 
article how the war 
taught him to take appliance service 
out of the liability class and make 
it a paying business. ... A step-by- 
step, detailed account of how a mod- 
ern service organization was built 


Busines 








Yaga ee rh 















BY DAVID E. URNER lrner's, Batersfeld,( cag 
ed to the : 
ice shop. 

; ; p and offic 
plicant and tried to select men thi... printec 
thought would take to this kin, of the 
work and would be apt to be st ediately f 


cellent and within easy walking dis- 
tance from our store. 

My brother, who has been associated 
with me for many years was placed in 
charge, and together we set out with 
enthusiasm for our new venture. 

We named it—Urner’s Appliance 
Service. 


Organization 


The immediate task we faced after 
moving to our new location was ac- 
quiring service personnel of some 
semblance of permanance. We had 
already lost our most experienced men 
and those we had acquired to take 
their places we knew we could not 
depend on holding very long. 

Following the suggestion of trade 
papers we decided to acquire older 
men of mechanical bent. Accordingly, 
we advertised in the classified section 
of the local paper for this type of 
help, and the response was a gratify- 
ing surprise. I interviewed each ap- 
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and reliable. These qualities 
considered more important than 
nite mechanical experience, althe 




















urthermor 
finite set 


what t 

we looked for men who liked to pt for . 

with tools. ld accept 
Today our service organization 


n st that a! 
composed largely of men of advalilp 


years. One is more than e decidec 
years of age, while two others Mie far mor 
passed the sixty mark, of the 








These men have definitely disproq@hout pre 
industry’s conception that a man’s@iild need 
fulness is judged by his years. \ We a 
they may lack in speed is compensMivasher, ir: 
for by their dependability and loydiife small 
Perhaps when this war is won, reu already | 
nition of the part played by our OM service 
men in keeping our civilian ecom™itory, 
intact, will insure them fairer t@™WVe establ 
ment from employers. servics 

However, organization of the batge, all a: 
ness involved much more than @ice was 
quiring adequate mechanical city and 
sonnel, $ livin 

Our method of operating a serge count 

CTRIC 






. 































artment as an adjunct to a going 
liance business, was entirely un- 
ed to the successful operation of a 
ice shop. We needed to develop 
p and office routine, together with 
the printed forms for efficient han- 
bg of the vast amount of details 
ediately pressing. 

urthermore, we needed to establish 
efinite service policy. By that I 
what types of articles we would 
tpt for repair and whether we 
ald accept outside service calls or 
t that all work be done in our 
ip. 

e decided on the latter course as 
hg far more efficient, particularly in 
of the fact that our men were 
Out previous experience and 
ld need to work under supervi- 
.. We also decided to specialize 
asher, ironer, vacuum cleaner, and 
he small appliance repairing—we 
already been appointed the Proc- 
Service representative for this 
tory. 

€ established a pick-up and de- 
HY service to bring, for a nominal 
8¢, all articles to our shop. This 
Ice was of necessity limited to 
city and vicinity. We urged cus- 
ts living in other communities 
serm@pele county either to bring in the 


articles themselves or to use public 
carriers most of whom were willing 
to handle uncrated merchandise. 

We found it necessary to place one 
man on outside service to take care of 
Bendix service in the home and to 
handle check backs or complaints on 
articles repaired in our shop. ‘ How- 
ever, even on Bendix calls, where any 
kind of major repairs are involved, 
our man is instructed to disconnect 
the machine and to bring it to our 
shop. This gives him more time to 
take care of the smaller jobs and 
emergency breakdowns. I believe that 
there is a certain minimum amount of 
outside work required in the opera- 
tion of any appliance service business. 
But the amount of work and the 
quality of work each man can do is 
so greatly increased by doing it in the 
shop as to definitely justify the policy. 


Printed Forms 


We have found a variety of printed 
forms is absolutely essential to the 
smooth functioning of a service busi- 
ness. Without them we would become 
hopelessly lost in a mass of details, 
arising not only from the jobs them- 
selves, but from the confusion in try- 
ing to answer inquiries of customers 
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about the progress of their jobs. 

An informative article in the June 
ELECTRICAL MERCHANDISING quotes 
the owner of an appliance repair shop 
in San Francisco to the effect that this 
business is about “75 percent detail 
and only 25 percent mechanical.” 
This statement sums up the situation 
accurately and in very few words. 
And, by the way, that article is well 
worth the reading of anyone in the 
business. 

Here is the list of forms we de- 
veloped to aid us in the handling of 
our business, together with a brief 
description of each one: 


1. Pick-up and Delivery Order 

. Brought to Shop and Outside Service 
Order (combination form) 

. Shop Work Cards 

. Individual Daily Time Cards 

Shop Memos 

. Return Material Record 

. Statement of Work Performed 

. Notification Post Cards 

. Sales Register Slip 


nN 


DOnouhw 


All of these forms with the excep- 
tion of the Return Material Record 
were developed by us since moving 
to our new shop. This form, made in 
triplicate, was a carry over from our 
service department. It gives com- 
plete details about the article being 





Dut of Service 


sent away—one copy accompanies the 
article, one is mailed directly to the 
consignee and the other is for our 
records. 

The first two forms listed are used 
to receive the jobs in the shop and 
provide the basis of information while 
the jobs are in the shop. They are 
alphabetically filed after the jobs leave 
the shop for future reference in case 
of complaints or should the article be 
returned for additional service. 

Our Pick-up and Delivery orders 
are printed on yellow paper while the 
Brought to Shop orders are on white 
paper, so that we can tell at a glance 
whether the article is to be returned 
by us or the customer is to be notified 
to call. 

As a word of caution the Pick-up 
form should contain sufficient space 
to have the truck driver fill in the 
description of the article he picks up. 
We frequently find people give us the 
wrong name or make of article when 
they call us; furthermore, if the washer 
is brought in less lid or without 
wringer, or the vacuum cleaner is 
brought in without bag, this should 
be specifically noted. It will save 
many an argument and misunder- 
standing. 

(Continued on following page) 
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We are now preparing a new Pick 
up form that will go. into consider- 
ably more details about the work re- 
quested, with places for our driver 
to check off as he asks certain spécific 
questions. Bear in mind our driver, 
who represents us in the home, is 
not a mechanic. As most orders of 
this type originate from phone calls, 
the only personal contact our shop 
has with the customer is through 
the driver. The printed form can 
serve to make this contact the source 
of much valuable. information. 

When the arti¢le reaches the shop 
a numbered work card is‘attached to 
it. This number is then placed on 
the Pick-up order, and ‘this goes to 
the office for temporary filing. 


A statemendipf work performed is placed parts of Bern County. 
in an identif¥ing envelogm.and delivered 
with the jobs Such a detailed statement 


of work performed forestalls arguments. 





Ne, these washers are not for sale—they are customers’ machines being put in first class 
4 condition at Urner’s large appliance service shop. Urner's are mow doing the largest 


volume of repair service in the histery of their business. Service work comes from all 


Your Appliances Can Help Win the War 








URNER’S Appliance Service 


LARGEST APPLIANCE REPAIR SHOP IN THE VALLEY 
2222 Eye Street Telephone 5-5713 
Bakersfield, California 


[-- that every hour you can save in the work of your hoines 


ran be devoted to the service of your country—Red Cross, filler 
ction of food and other essential war work. Uncle Sam knows 
sential repair parts are coming through to,keep your appliances 


bi increase in appliance service by establishing a large Service 
where we have the room and trained personnel to meet this 





STATEMENT OF WORK PERFORMED 


Customer ee Oe eS. eee ee 





Address 


..Work Order No 


= 


Article Peed Queen Washer 


PARTS USED—WORK REQUIRED* Summary of Bill 








Dismanteled center post Parts 9.5 
assembly. Replaced center 
post and shaft assembly. Shop Labor.............2.2.90 
Drilled machine screw 1t . - 
ach-ne screws out of sii, Tax... 14 
2+P. bracket. Cleaned & 
‘ - Wty A . 
oiled machine and motor, Delivery Labor.........+°20 
Tested machine under load, 
Parts Used ha ae 
1 cC.P. Assembly 2.75 Total Amount........ 14,69 
1 . snaft 1.50 
1 Age dlLock 2 pin 70 Save this statement for 
2 7» orl: raal a future reference. 
2 ere cork gaskets 30 
6." x 3/4" screws and . Read The Guarantee 
a 
lead washers 245 


For Additional Parts See Reverse Side. 
Special Remarks: 





Machine now in excellent condition. 


By. sauce kA. W.e pevascaneesooscs 


GUARANTEE-—ON WORK DONE IN OUR SHOP WE GUARANTEE PARTS AND LABOR 
FOR A PERIOD OF 90 DAYS. WE CANNOT GIVE UNLIMITED GUARANTEE BECAUSE 
SOMETIMES WE MUST CONTINUE TO USE PARTS THAT SHOW. WEAR AND SHOULD BE 
REPLACED BUT ARE NOT AT THIS TIME OBTAINABLE. EVERY EFFORT IS MADE BY US 
TO PUT YOUR APPLIANCE IN THE BEST POSSIBLE CONDITION, BUT IN CASE AD/UST- 
MENT IS NECESSARY PLEASE CALL BACK PROMPTLY 4 


WRINGER ROLLS ARE NOT 











The work cards provide space for 
all parts used and spaces for the time 
consumed in repairs. When a job is 
completed the card is removed from 
a perforated stub numbered the same 
as the card—the card is returned to 
the office and the stub stays with 
the article for identification. The job 
is then priced out and a summary of 
the bill is put on the original Pick-up 
order. This order then becomes the 
Delivery order. 


If the original order was a Brought 
to Shop order, a notification post card 
is filled out and mailed to the cus- 
tomer to pick up his appliance. 

One of the problems we encount- 
ered in connection with the delivery 
of articles came from complaints of 
customers about the bills. Our de- 
livery boys didn’t know how to ex- 
plain the bills and didn‘t know what 
to say when customers demanded to 
know just what was done in making 
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2222 “Eye” Street 


job—let them help you to help win the war. 


Pickup and Delivery Service 


If you live in or near the vicinity of Bakersfield, we have a daily 
pickup and delivery service. Arrangements for pickup may be made 
by phone. If you live in Taft, Arvin, Wasco, Shaftcr, Buttonwillow, 
Tehachapi, or some other Kern County community, you may use 
Besone’s, Arvin Freight Lines, or Jack Hoge's Freight Service and 
send your uncrated appliance direct to our shop. Or perhaps you 
have your own transportation. All repairs will be made as promptly 
as possible and article will be returned by same carrier. We carry 
in stock a large inventory of repairs parts—see adjoining list. 


Largest Appliance Repair 
Shop inthe Valley 


PHONE 5-5713 


URNER’S 


APPLIANCE SERVICE 
Bakersfield 


Recent advertisement’ appearing in local paper. 


the repairs. That is why we de- 
veloped the form—Statement of Work 
Performed. This statement, placed 
in a neat envelope also marked, 
“Statement of Work Performed In- 
side,” now accompanies every article 
repaired in our shop. It carries not 
only all the parts used but describes 
in detail the operations required such 
as: disassembled machine, removed 
grease and soapy water from gear 
case, replaced parts as listed, reas- 
sembled washer and tested under load. 

This statement almost completely 
solved our problem in dealing with 
customers through a delivery man. 
Furthermore, this form contains a 
statement of our guarantee and the 
customer is asked to preserve it for 
future reference in case adjustments 
are required. 


Daily Time Cards 


I am convinced that one of the 
most important forms required for 


the successful operation of a sery, 
shop is the individual worknyy 
daily time card. 

It is true that each workman; 
supposed to record the time he pq 
on each job on the customer's yy 
order, but what you, as owner, 
the business, want to know for » 
is whether the total of all the 4 
recorded during the day is the equ 
lent of his full working day. 

This is particularly important; 
view of the fact that many of 
jobs, started during a given moyt 
can not be completed in that mog 
because of delays in obtaining pay 
Therefore, at the end of the mo 
the amount of labor billed is by 
to vary considerably. If your qj 
time cards show a total of eight hog 
each day assigned to certain number 
jobs, you know that eventually » 
will have billing against custom 
for the full time of each workman, | 
fact, with very little effort you q 
determine the exact number of o 
standing hours on uncompleted jobs 

This method of operation cau 
workmen to be more careful ah 
recording the time on each job, a 
if, by any chance, he has failed 
put the time down on his work ori 
it can be picked up by reference 
his daily time card. 

I know our receipts increased m 
terially after we put this system im 
effect. Apparently, there was 
much guessing about the time requix 
to do various jobs and it definitj 
was not an error in our favor. 

Our shop memos are used tok 
parts that have to be ordered to ca 
plete jobs. This memo is made 
in duplicate—one copy goes tot 
office and the other stays with f 
article. Previously we found th 
the workman talked over with ¢ 
foreman about the parts that 
to be ordered and when these fn 
arrived, along with many other pat 
the workman had to try to remem 
the parts he needed. With a vast m 
ber of machines in the “bone yaf 
waiting for parts, frequently a mi 
had to go through the machine agi 
to figure out what he needed. Putt 
the information down on paper s# 
time and useless labor. 


Shop Tops Store in Sales 


Even the sales tickets can be @ 
signed to save time and effort. 
merchandise sales tickets used by ¢ 
store were unsuited for use at ® 
shop without considerable writing 
fill them out. Our new shop s# 
tickets not only show at a glam 
where the sale originates, but 


merely have to be filled in with & 


ures to give a complete record 
transactions. 

These slips are sent to our sil! 
daily and carried cumulatively in ¢ 
daily sales register. At the pres 
time there is rivalry between ! 
store and shop to see which caf 
the most business. 


In the month of July the'shop s# 


topped the store sales for the 
time. From now on, as merchand: 
becomes scarcer, that result may 
a regular occurrence. 
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How far is half way? 





QUESTION: A prosperous farmer lives six miles from your store. If he drives towards it—not 
at today’s 35—but at tomorrow’s 50 miles per hour, how far must you travel to meet him 


half way? 


ANSWER: No farther than your own show windows and floor displays, if you will bring 
them to life with electrical products advertised in the FARM JOURNAL. 


Today rural Americans have billions of extra income. 
They’re putting a large part of it into war bonds—to- 
morrow’s spending money. Your shelves won’t always 
be wide open spaces. Rural people are going to buy 
electrical appliances in unheard of quantities, to slash 
their farm production costs and to lighten housework. 
Many of the 2,700,000 families who read the FARM 


These are the products in your line 
advertised in current issues of 
the FARM JOURNAL. 





BOND FLASHLIGHT BATTERIES PHILCO PRODUCTS 


EVEREADY PINCOR MOTORS 
FLASHLIGHT BATTERIES RCA PRODUCTS 

EXIDE BATTERIES REPUBLIC STEEL 

FRIGIDAIRE U. S. STEEL 

GENERAL ELECTRIC WESTINGHOUSE PRODUCTS 

HOTPOINT APPLIANCES WINCHESTER 

NORGE FLASMLIGHT BATTERIES 

PARMAK ELECTRIC FENCER ZENITH RADIOS 





JOURNAL live right in your own territory. They’re plan- 

«ning now to buy the appliances they’re reading about in 
the FARM JOURNAL advertising. And you can meet those 
rural dollars half way by planning to stock and feature 
those very same appliances, for the FARM JOURNAL is 
far and away America’s largest and most influential 
rural magazine. 


Of the FIRST FOUR 
ONLY ONE covers 
the rural market 





Successful merchandising is based on facts. Write today and have us tell you how many FARM JOURNAL 
subscribers live in your own county. In two out of three U. S. counties (practically all but the metro- 
politan areas) the FARM JOURNAL has more readers than Life, The Saturday Evening Post, or Collier's. 


FARM 


GRAHAM PATTERSON, Publisher JOURNAL Washington Square, PHILADELPHIA 
AND Tarmenrs Wife 





ELECTRICAL MERCHANDISING—SEPTEMBER, 1943 


PAGE 17 








Cash In: 





b 
> 
im 
© 








Gasoline rationing and other war measures has kept the American family pretty close to home and 


brought a corresponding boom in record sales. 


This is a business the appliance dealer cannot over- 


look because a record department is a traffic-builder—an important thing to remember for post-war selling. 


N the minds of the trade are a 

great many needless fears and 

misconceptions about self service 
record selling. Ever since April, 1942, 
the commercial research department of 
RCA-Victor, under the direction of 
E. W. Butler, which incidentally head- 
quarters in Chicago, has been quietly 
gathering test data. Now Mr. Butler 
and George A. Fearnaught, who 
heads the self service project, have 
explored the idea to a point where 
they pronounce it to be a coming thing 
in platter selling. 
best way to explain 
is to boldly examine every 
boogy man in the light of day. Fear 
of something dreadful happening is 
what keeps more dealers from putting 
self service in, and the sooner these 
fears are allayed, the better. 


Possibly the 
its virtues 


Self service selling is not designed 
to cut down the number of people em- 
ployed. It is designed to increase 
sales. In the opinion of people who 
follow the business, it takes about as 
much time to sell each record as in 
the past. People are not going to be 
hurried. Self service simply enables 
you to sell more records to the same 
people. It also catches those hurried 
customers who would otherwise walk 
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away if they came in and saw the 
place crowded, 


Experiments That Worked 

Talk to the trade and you see a 
great resemblance to other experi- 
ments in this field. When Charles R. 
Walgreen placed drugs and toilet goods 
on open display, he shocked the trade. 
Frank Woolworth stood them on their 
ear back when the dime stores 
getting underway. The founder of the 
cafeteria was informed that folks 
would go along munching and never 
buy any dinner. The late Mrs. Hahner 
of Marshall Field & Company’s book 
section told this writer that open 
display made the modern book business. 

Fact is, the tiniest barrier between 
the customer and the merchandise 
holds back a lot of sales. Psychologic- 
ally, it has been found that people 
are easily restrained. 

Self service removes the 
and the clerk. The prospect can go 
up to the records, browse around 
among titles as he would among books, 
take likely ones over and sample them. 
He gets them in his own hands, in 
his own ears, and the cash register 
shows he gets the impulse to buy them. 

Now let’s answer the secret fears 


were 


counter 


that makes Mr, Dealer quake when he 
thinks of the idea: 


1. Won’t the customers steal me 
blind without a sales girl there polic- 
ing them? The answer is, no. Stores 
in general set up from 1 to 14 percent 
markup to cover theft and shrinkage 
(sometimes breakage). Professional 
shoplifters who go about dropping 
items into their bloomers always pick 
stuff that can be easily turned into 
cash, such as hosiery, silk things, and 
the like. They don’t waste time on 
records. Most records that are stolen 
find their way out in market bags, and 
are swiped by someone who is emo- 
tional over the music. Buyers say 
that albums are most frequently raided. 
Sum it all up and one finds that old 
style record departments lose as many 
via the theft route as the cafeterias. 


The Breakage Problem 


2. Won’t customers break a lot more 
records this way? The answer is 
again no. Glassware departments 
worried over this when they first 
started open displays, but it was need- 
less. Folks know that glassware is 
fragile and handle it carefully, where 
they might toss pots and pans about. 
A clever design in the open displays 
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ON CAFETERIA 


suggested by RCA-Victor doesn’t pe 
mit people to lay down records. Int 
bin shelf display, the records 

albums are on edge. Take one og 
to look at it, and you cannot lay 4 
flat, as the 5 inch shelf does not pe 
mit. So you stand it on edge agaiy 

In Kansas City, Mo., recently g 
old style record department had a} 
of breakage. People placed recor 
they had listened to in chairs, and ty 
next customer forgot and sat on they 
A wide shelf just above the reco 
player with a suggestion to place te 
ords there fixed all that. 

3. Won’t the public get the recor 
all mixed up? No. Thanks to t 
display, if they are not interestel 
they put them right back in plaq 
If they listen to them, they are 1 
quested to place them on tables j 
front of booth, where stock girls latd 
collect them. 

4. You might not save any on hej 
the theft and breakage ratio remain 
the same, so what good is a s 
service department? 

The answer to that one, and ita 
plies equally to big and small store 
is the great advantage in display 
Slow sellers can be brought up fro 
A small stock can be spread out. Wit 
about half the business today going! 
more profitable albums, these can |} 


Get a carpenter to build you some dis 
stands like this. It is 5'9" high, 4'4!/2" 
2' deep. Depth of shelves is 53%" with | 
between shelves, Will take 12 12 in. alb 
or 16 10 in. albums. 









By TOM F. 


BLACKBURN 


ECORD SELLING 
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Don't try to get this, as it's not on the market yet. After the war your cus- 
tomers may look at the best seller they like, lift an ear phone, and down below 


atured. Let people handle these 
hings, browse among them, and they 
ill take more than they intended to. 
ully half the customers come into 
Store with some idea of what they 
want, and this may be added to. 

Where to display what is still a 
loot question. Fact is, RCA-Victor 
lid a bang-up business on a group of 
patriotic albums this summer. Cus- 
tomers might not be thinking of 
Patriotic music when they came in, 
Put with it right under their noses, it 
mit a timely response. Childrens’ 
usic, sacred music, topical pieces 


all will go when displayed. If they 
remain tucked out of sight, they never 
will be asked for, 

5. Will we save any time? The 
answer is probably yes in the matter 
of servicing people. The majority of 
folks want to listen to what they buy. 
A busy man will get through quicker 
than kids. You still have to have 
enough booths and ear phone players 
to handle the peak of your business. 
A customer spending $10 for an album 
wants to sample what he is getting 
before he takes it out. 

There is no data yet on whether 


me dist 
4\/," 
" with | 
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Help yourself platter departments permit customers to browse, 


enlarge their desires, and.are free of the evils old timers feared. 


a turn table will run through the record for them. The minute they hang up, 
the tone arm jumps back to the beginning, ready for the next customer. 


to have ear phone players or booths. 
Both are necessary. And no one can 
answer the question as to how many 
to have in relation to your volume. 
As many as you can get in, most 
experts Say. 


Try It On Small Scale 

Self service can he tried on a small 
Build some shelves, out 
your albums, and let the people sample 
it. Don’t have a turnstile to your de- 
partment. 
the same headings as you see in the 
catalog. 


scale. set 


Group your records under’, 


Several famous organizations such 
as Wieboldts Department Store in 
Chicago, Bloomingdales in New York, 
the Good Housekeeping Stores in De- 
troit, have tried and seem to like the 
idea. The RCA-Victor research de- 
partment thinks it the coming thing. 
And if you could check with the late 
Charles R. Walgreen, the late Mrs. 
Elinor Hahner of Marshall Field & 
Company’s book department, the late 
Frank Woolworth—all of whom made 
a lot of money with the plan—you 
would cafeteria service of anything a 
pretty successful arrangement. 
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Servicing , 


Chromalox Range Units. 


A— Be sure the switch is in the off position. ‘If there is any question, pull the main house switch. 





A FEW 
SIMPLE 
RULES 


B—it is not necessary to disconnect the unit from the range unless replacing a complete unit. 








C—it replacing complete unit be sure to mark the neutral or common terminal wire before disconnecting. 


D—Tools required: screw driver, pliers, terminal wrench, and test lamp. | 















To replace a Chromalox ring, lift unit from range 2 With pliers, squeeze together split rivets. Now lift unit 3 Remove one nut from each terminal; also the retain 
opening: remove baffle and lay unit upside down on and the ring will drop out. Voltage and wattage is ing washers from the split rivets and slip the newme 
newspaper or pad. Do not disconnect terminal wires. stamped on each ring. Check to be sure replacement ring into place. 
Remove the two terminal nuts on ring to be replaced. ring is same voltage and wattage. 


Place a ruler or straight edge across unit to see if After checking the surface, place retaining washers 6 Replace unit in range top. Turn switch to “high” and f 
it is level. If too high or too low, adjust with thin over split rivets and spread the rivets with screw note if elements heat uniformly. If one ring show 
washers which come with unit. driver. Replace nuts on terminals and tighten. excessive red heat within a few minutes, check termina A 
wire connections as this is positive indication of improper offe 
connection (double voltage). Check with a test lamp. 


7” 2 . er: 


th 





Always be sure the neutral wire is connected in the 8 Where complete replacement is required, Chromalox “9 Chromalox adaptor rings are made to fit all rang? , 
center of Chromalox terminal block. If there is any Heatflo units are supplied. The mounting lugs are, openings. They also fit all types of Chromalox units By 
question, which is the “neutral” or "common", use a test the same as on Chromalox Super-Speed units and they To change an adaptor ring, place two lugs in the ring 


lamp. fit all Chromalox adaptor rings. * openings and snap the third lug into place by compres 
ing the sides of the adaptor. 
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ARMS AREN'T 
WE ONLY THINGS 
WE CAN 


DISH OUT, Boys! 








Copyright nana co cere 
EGINNING September 9th, the battle Our soldiers and sailors are doing it, 


cry of America’s home front is, “Back In cooperation with the U. S. Treas- under the magnificent guidance of their 


x : , th i t : : ages: 
Attack—with War Bonds!’ The Third ek art, sn hog yer apie a heroic leaders. Industrial America is do- 


itLoan is on. The goal is fifteen billion magazines during September will ing it. The men and women of Philco, 
“_ illars. To reach it, Uncle Sam is asking be devoted to the Third War Loan. today, are producing radio, communica- 


terminl Bety American, as an individual, to join tions and electronic equipment, ordnance 
am ft Offensive and buy an extra War Bond during September. and storage batteries at an all-time peak. Now we of the home 
America is on the move, thanks to the courage and valor of front . . . each one of us . . . must do our part. 
men on the battle front, the toil and sacrifice on the home During September buy an extra War Bond to back the attack 
the might and ingenuity of the industrial front. This is no _ of our boys at the front. Make this personal investment in victory 
to relax .. . it is the hour to press the attack! today . . . and the fruits of victory tomorrow. 


RPORATION 

















“i LISTEN TO 
jecReT WEAPON” 




















PHILCO—the Quality Name in 
Millions of American Homes. 


_ — aR TRAE Re AMMA eS PTE Reap. 
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THE “T” PLAN. Practical, 12-lesson home # 
course for new and veteran service personnt 
and designed so that you need do only a mi 
mum of paper work. Enroll with your G-E! 


ARE YOu TAKING ADVANTAGE OF ALL THESE tributor at once. 
G-E WARTIME SERVICE HELPS FOR DEALERS? OF See See See oe 


in the field—the year round. Already attended 
thousands from coast-to-coast. More planned 
the future. 
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We always knew the General Electric Refrigerator was good. And we knew a 
lot of other people thought so too. But it really startled us—when we came to 
prepare this pocket-size Appliance Service Handbook—to find out how few 
pages it took to describe the service and repair procedure for every model of 
General Electric Refrigerator made in the last sixteen years! 


The information is there, too—information to cover almost all customers’ com- 
plaints (even though it won’t make you a refrigerator repair expert overnight!) 
And in the brevity of this story is a greater testimonial for the refrigerator than 
anybody could ever write. The refrigerator itself is its own best testimonial. 


This handbook is one you ought to have. There’s equally helpful service infor- 
mation in it about all the other major G-E Appliances, including Electric 
Ranges, Water Heaters, Dishwashers, Disposalls and Home Laundry Equipment. 
Its price to you is only 75c, postage prepaid. Order a copy from your G-E 
Appliance Distributor today. General Electric Company, Bridgeport, Conn. 


oe oo Ae 
SCRAP IS POWER 
... Cooperate with your industry! Salvage all inop- 
erative parts containing critical materials!...Put 
vitally-needed scrap back into the scrap TODAY! 
RCE, 








G-E APPLIANCE SERVICE CENTERS—established 


“PRODUCT MAN.” Famous monthly service 





ne 

. magazine that includes the latest short-cuts and 

a improvements in appliance repairs. Keeps you 

G-E up-to-date . . . Only $1.50 a year from your 
distributor. 


APPLIANCE 
SERVICE 
CENTER 





“at strategic locations in order to facilitate parts 
supply and service.to all branches of General . 
Electric distribution. 


3] GENERAL @ ELECTRIC 
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DEXTER WAREHOUSES AT 
BINGHAMTON 















PORTLAND ’ ye 
ROCHESTER * DETROIT et y | | — 
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PEORIA SPOKANE © - a — ‘ x 
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% * The market for new washing machines 
after the war...is going to be tremend- 


ous! 


%* * Dexter has a Dealer Post-War Plan ready 
for you NOW ... it has been Dealer tested 
...it clicks... with it you can make sales 
now ...for delivery after the Victory or 


when Dexter washers are again available. 


%* * You should lose no time...in getting the 


complete details of this plan. 


* * NOW is the time for you to start... it is 
the time to establish your Priority for the 


first washers off the production line...so 


R HOME LAUNDRY EQUI; 
lbtN A QUARTER C 


~ 
[ae 
~~ 











ENTURY 


ten PP e > 
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you can get the most...the quickest... 


when washers are again produced. 


% * Dexter has developed a plan for dealers 
that is unusual...it ties in with the war 
effort ...it wins the good will and friend- 
ship of women...it builds a Ready to 
Sell prospect list ...insures your post-war 


profits ...the plan works... ihere is proof 


aplenty. 


%* * The beauty of this Dexter plan... is that 


you can start it working RIGHT NOW! 


%* * THIS IS IMPORTANT TO YOU...DON'T 
DELAY ...a letter to me personally... 


will bring you complete details of this 


new and unusual Dexter plan. 


ASL 


Executive Vice-Pres. 
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Take the cap from its position and remove all grease 
above the driveshaft set horizontally in the casting. 
en pull the shaft out from the double gear, driving 
from position the pins that pass through the shaft. 


When a new pinion has been installed, the double 

gear can then be dropped into the casting but in the 

nt it is too wide for the opening, see photograph 
No. 6. 


* 


It is advisable to enlarge the bolt holes in the top 

tasting so it can be shifted slightly more in either 

ion before being tightened. Shifting allows the 

ts to be placed in full mesh when the control lever is 
thrown in either direction. 





1Blackstone Wringer 
Reverse Case Assembly 


Showing how. parts that don't fit 
exactly can be made to do so. 


~ 


3 After both pins, as mentioned, have been driven out, 

the shaft can be pulled free of the casting and the 

double gear lifted out. At that point clean out the re- 

maining grease and remove the pinion gear resting in the 
bottom of the casting. 


5 If the mouth of the opening of the bowl casting is 

not ample to allow the double gear to drop into 
place, a small piece of the metal can be chipped or filed 
off the casting at the point of contact with the gear. 


fs) The suggestion mentioned under photograph 8 can 

be carried out with the aid of a 3% in. drill or one 

could even enlarge the hole by filing them with a rat 
tail file. 
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Take a screwdriver and remove the cap over the 00317 
wringer reverse case assembly by taking out two bolts 
as illustrated. 


4 Check the bearing and seat into which the pinion 
drops to see that it is not worn out of round. A loose 
fitting pinion would cause undue wear on both gears. 


7 This illustration shows the bowl casting after the 
metal has been chipped away as mentioned in photo- 
graph No. 6. 


10 Before the top assembly has been fastened securely 

in position, it should be centered so that the shifter 

clutch block throws the gears into full mesh when in 

either of the two operating positions. This can be done 

by partially tightening the bolts, then striking the cap 
assembly as illustrated. 
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Looking Back In Radio Merchandising History 


Which distributors and dealers have made the big profits in distributing America’s 
59,340,000 radio sets? When, in your own history, were your own turnover and your 
own profits at high tide? 


In the answers to these questions, there’s a clue to your future course. A study reported 
by the U. S. Department of Commerce estimates an ANNUAL post-war demand for 
25,000,000 radio sets, an ANNUAL sales volume of $880,000,000 for the radio 
retailers of the United States. Foresighted distributors and dealers are already making 
their plans to win their share of this rich prize, and in charting their course, they are 
re-examining what past experience has taught them. 


Isn't This The Fact? 


The distributors and dealers who have made the biggest profits were those who had the 
good sense or good fortune to tie up with a wanted line on its way UP. Your own best 
turnover and best profit period was likely at the time when the public demand for radios 
was large AND when YOUR line had that combination of features, style, appearance 

and value that appealed to the public, plus a fair distributor and dealer margin not 

subject to unfair competitive attack—that combination best described as “IT”. 
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Why Majestic’s Line Will Have “IT” 


In the Majestic organization are men who are “old hands’ at the job of determining what 
the public wants and what it will buy—men whom YOU may have seen out on the firing 
line, handling customers on your own retail floor, developing that sixth sense which 
comes only from direct contact with the ultimate buyer. At the Majestic factory these 
men are already sizing up the current public taste, weighing the appeal of new war-born 
features and electronic developments, measuring the public’s post-war purse. The line 
that can give you and other distributors and dealers an edge in the competition for 
profitable post-war sales, is already in the making! 


Controlled Distribution Will Protect Your Profits 


This line, tempered to the public taste, will come to you backed up by the radio indus- 
try’s most modern distribution program —a program that does NOT confine the retailer’s 

Y sales to Majestic alone, but that DOES give him a large measure of PROFIT PROTEC- 
TION by confining its sale to selected outlets meeting stern qualifications. Get the 
picture, Mr. Distributor and Mr. Dealer, and you'll surely want a place in it! 



























Keep your eyes on Majestic! 


-1O00 


PRIZES IN WAR BONDS 
FOR MOST HELPFUL ANSWERS 
TO THESE THREE QUESTIONS 


Ist Prize, $500 maturity value; 2nd Prize, $250 maturity value; 3rd to 13th, $25 maturity values. 
Every one is eligible. Contest ends December 31, 1943. 








To stimulate YOUR post-war thinking, and to check OUR post-war plans, Majestic offers prizes 
for the most helpful answers to these questions: 


(1) What type of radios will be in large demand in YOUR locality immediately 
following victory? 


(2) In what new features or new merchandising policies are you most inter- 
ested at present? 


(3) What kind of advertising support do you believe will be most helpful to you? 


Competent judges will read your answers. It's facts and ideas, not rhetoric, that will count. If any 
two prize winning letters are considered by the judges to have equal merit, duplicate awards 
will be made. Write your answers to these three questions—mail them to me personally, today! 


E. A. TRACEY, President 
a AG oe eas on Connon RE aoe 


lpi: & % nae on 
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NO. 2 


o How will store layouts 
change after the war? 


SURVEY SHOWS NEED FOR NEW PLANNING IN WASHER 
DEPARTMENT TO KEEP PACE WITH POSTWAR SALES POTENTIAL! 


In making the weekly wash front-page news, the war 
has given women a new understanding of washing 
machine values. When they buy their postwar washer, 
they’re going to want, not the cheapest machine, 
but the one that does the most for then. 


(3), the arrangement of facilities that you’ll de- 
vote to washer sales when you go back in business! 


In your planning, make provision for all of the 
3 main types of washers in the "$99.50 and over" 
class. The Spindrier, the Automatic, the DeLuxe 
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CONTINUE SELLING THESE 
MODELS AFTER THE FIRST POST- 
WAR BUYING RUSH IS OVER-- 
we say start thinking now 
about (1), the amount of 
floor space, (2), the loca— 
tion of the department, 


ORDNANCE TODAY *& WASHERS AND IRONERS TOMORROW 
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$y = This is borne out by the recent survey Wringer will share this business, each in its own 
I~ (< made by Easy’s Field Committee on Post— field, each bringing its own important contribution 
tt war planning. It reveals that after the to your volume and profits. This is the opinion 
war, dealers expect 62> of washer sales of the dealers surveyed. 
and 76% of washer fol iare wil) come from With this in mind, here are the steps you can al indus 
merchandise in the "$99.50 up" price take now to be ready for profitable washer selling smatey 
classes. Since these percentages are 3 after "V"—Day! ’ 
: TIMES as great as the share ac— . : he mar 
counted for by the same price 1. Select size and traffic location of floor ppplianc 
class in 1941, they raise the space for your home laundry Gopartaent . epairs 0 
question of how well 1941 sales 2. Plan location of laundry tubs, sinks, sort— away on 
methods can meet the requirements ing counters, cabinets, and other facilities 
of the postwar market. for adequate demonstration and prepare rough 
layout of facilities and product display. In Ut 
For after all, dealers who sold top quality ; 3. Have architect design finished layout to your ry, “W 
washers successfully in the past know that they’re satisfaction and prepare bill been est 
not over-the-counter "wrap-—ups". Their advantages of materials required to hich cr 
must be dramatized. Their extra features must be build the new department. quipme 
demonstrated. And that requires the right store 4. Estimate cost in present lea ori 
setting and equipment. building market and, if nec- k Light 
Many a dealer in the past has treated his washer essary, adjust design until ball roll 
department like a step—child. He tucked it away in cost conforms to reasonable isement 
the back of the store. The floor space he gave it ratio of estimated sales. hrough 
was way out of line with its profit potential. 5. Start construction as soon as necessary to be plan anc 
Trying to sell top quality washers in volume ready when new washers are available. ho 
under those conditions would be like Consult your Easy Divisional Manager for help ustome 
trying to sell mink coats in a bar- in planning your washer department and for further A “¥V 
gain basement. suggestions on your Postwar Plans. Put his exper-— Ss carrie 
If you want to peak your postwar > ience to work for the benefit of your future busi- or ind 
sales of home laundry equipment in ness. Do it now — you may not have time for plan- heir de 
the top-quality, top-profit ning tomorrow! Easy Washing Machine Corporation, lectric 
units—and if you want to Syracuse, New York. hereon, 
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ITH even used appliances 
growing scarcer and more 
difficult to obtain, the electri- 
al industry in various sections of the 
ountry has endeavored to bring into 
he market the idle used electrical 
pppliances which, because of needed 
epairs or for other reasons, are stored 
away on the back shelves of customers. 


Utah's Method 


In Utah, old Indian trading coun- 

ry, “Wartime Trading Posts” have 
been established in dealer stores to 
hich customers may bring their old 
equipment for sale or trade. The 
dea originated with the Utah Power 
k Light Company which started the 
ball rolling with a series of adver- 
isements in some sixty newspapers 
hroughout its territory, outlining the 
plan and listing local dealers who are 
prepared to have their stores desig- 
mated as “Trading Posts” to which the 
ustomer may bring his appliances. 
A “Wartime Trading Post” coupon 
$ carried in every ad, which provides 
or individuals interested to specify 
heir desire either to buy, sell or trade 
lectrical appliances which they list 
hereon, giving their name, telephone 
umber and address. These coupons 
may be sent to any participating dealer 
br to the power company, which has 
bffered to act as clearing house, for- 
warding the information received to 
€ nearest dealer, or in some cases 
passing the request along to inquiring 
ndividuals in order to bring buyers, 
ellers and traders together. 

The power company also: provides 
participating dealers with 14x22 in, 
tore and window cards designating 
heir stores as Wartime Trading 
Posts. The advertising schedule pro- 
ides for two large newspapers ads 
per month in the large dailies in Salt 
ake and Ogden and one smaller ad 
fr month in all country weeklies. 

















tah Revives the Old Indian 


‘Trading 
POS. su 


time it is designed to bring old elec- 
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trical appliances out of hiding to 
help out in the shortage. .. A Utah 
Power & Light Co. idea 


By CLOTILDE GRUNSKY 


In order to keep the file up to date, 
the information carried on the coupon 
or reported by telephone (many of the 
responses have been made in this way) 
is listed for fifteen days only. If at 
the end of that time the appliances 
are still uncalled for, or the requests 
ior appliances unfilled, the individuals 
are notified and sellers or traders are 
urged to re-list them. 

Up to the last week in July four 
ads had been run in the large dailies 
in Ogden and Salt Lake City and two 
ads had appeared in all the country 
weeklies. 


Dealer Response Good 


Response from dealers has been ex- 


cellent, practically all local stores ex- 
pressing their desire to help customers 
fill their needs. Many of them have 
had to turn away requests because of 
the lack of specific appliances and are 
glad in this way to be identified with 
a movement which may provide the 
lacking equipment. They feel that the 
plan is a definite goodwill builder and 
helps to keep their name identified 
with electrical appliances, even though 
they may now be selling other wares. 

Figures are not yet available from 
all dealers and it is too early to deter- 
mine whether large cities or smaller 
communities are responding best to 
the movement. From two towns deal- 
ers report 92 inquiries. The power 
company offices report 346 coupons 
and phone calls up to the last week 
of July. Of these the “want-to-buy” 
inquiries exceed the “want-to-sell” in 
about a three-to-one ratio. This, of 
course, is a natural result of the scarc- 
ity of electric appliances. In some 
instances where appliances were 
offered: for sale, the transaction was 
completed and the articles sold within 
fifteen minutes aiter the information 
was sent in. 











TableLamps _ Electric Roasters Flectric Hot Plates War Stamps or Bonds! 
Floor Lamps Electric Ranges Flectric Commercial 
Flectric Radios —_Flectric Grills Cooking and Baking * is 
Electric Washers Electric Motors Equipment 
ene The following Salt Lake City Electrical Dealers 


—" NG POST” COUPON operate “Wartime Trading Posts” to assist you in 
1 “WARTIME TRADE buying, selling, tradi 

WA a ‘ chy ying, selling, trading used Electric Appliances 
' oo » 

(check tran’ 
' wen oto wait tlowing wed All Appliance Co., 122 Fast 3rd South 
| 1 would fi a aged yaterested) \ Apex Electric Co., 1079 East 21st South 
| action O cppliances: 1 Dodge Bros. Electric Co., 154 Fast 3rd South 
Electr t aie Value) Fureka Vacuum Cleaner Co.. 177 East 3rd South 
— ine 
\ 


TYPICAL APPLIANCES TO BUY, SELL OR TRADE 
Electric Irons 

Electric Clocks 
Electric Toasters Flectric Ironers 
Electric Mixers 


os ‘ 
‘type of Apptens*? 





— \ approximate Valve) Granite Mart, 1080 East 21st South 
1 = _— ————— | Home Service Co., 45 West 3rd South 
) aw ahem See ene re Homer Hansen Co., 426 South State. — 
,™ Nemes Se cena = Modern Home Furnishing; 32 South Main 
1 Telephone Number ; ” ae 1 Montgomery Ward & Co., 107 South Main 
adress — —"’Siveat. P. O- oF af. rs \ Peterson's Appliance Co., 31 West Ist South 
\ 5 “har date seesiveds R. S. Powell Appliance Co., 1834 Claybourne Ave. 
] Oe in que te iene or met time, thoy \ Radio Studios, Inc., 136 Fast 3rd South 
1 Note: This ences ‘axe oul © aad i i Sears, Roebuck & Co., 306 South Main 
\ be relisted. ae the Sealers lsted ghey oe Sharp Electric Co., 128 South State 
\ MAL gr DELIVER, cas Compe ollie, piieace Trsdies Kenneth E. Smith Co., 57 West 1st South 
1 Urb Peres ie Pe Stuard’s Appliance & Coal Co., 1117 East 27th South 
\ Peon °*° __ gwses,| Time & Instrument Co., 223 Dooly Bldg. 


‘Giyne of Aovlionee? 








As a public service, Wartime Trading Posts are now in operation to help keep 
the supply of Electric Appliances in the hands of those who need them. Every 
owner of an Electric Appliance that is not in use now has an opportunity to sell 
or trade the appliance and will quite likely find a ready market for it. Likewise, 


those who are looking for appliances will, in many cases, be able to find them. 












Sell Electric Appliances you are not 
using and put the money in 


Flectric Stokers 
Electric Shavers 


Electric Coffee Makers 
Electric Water Heaters 


lectric Vacuums Flectric Refrigerators 


Felt Electric Supply Co., 46 Fast Ist South 
Firestone Stores, 204 East 3rd South 
; Gilner Electric Co., 217 South State 


_——— —Yjiggeesinate Velw? 





Valentine Appliance Co., 52 Eas: ith South 

‘Western Auto Supply Co., 142 Fast ird South 
Western Auto Supply Co., 1045 East 2!st South 
Western Royal Vacuum Cleaner Co.. 175 East 3rd South 
Wolters Electric Co., 238 South State 
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's Bond Wagor 
Another Hot Campaign 


Start the 3rd WAR LOAN right 
Get on the Bond Wagon now 


The tempo of the war steps up on world battlefronts. 
The obligations of those of us on the home front in- 
crease. Hotpoint’s War Bond Campaign for fall follows 
the pattern which has won so much acclaim from gov- 
ernment officials and building industry alike. This fall 
program cooperates with the Government in reaching 
its 3rd War Loan objective—inducing larger numbers 
of wage earners to buy more and sti/] more War Bonds. 





‘ 


@ Thomas H. Lane, Chief, Advertising Section, Treasury * Bond Wagon Campaign with your newspaper advertising, 
Department, Washington, says: “We will certainly appre- \ and in your sales contacts. Newspaper mats are available. 
ciate anything you can do in connection with the 3rd War — Hotpoint has a complete Bond Wagon Plan for the 
Loan and I hope you will send me proofs of your fall ad- _ building industry. Now is the time to get in contact with 
vertising when they are ready. Many thanks again for the _ builders in your territory to pre-sell electric homes for 
grand job you and your company are doing on behalf the postwar era. Your Hotpoint distributor has this Plan. 
of the Treasury.” Edison General Electric Appliance Company, Inc. 
Here’s how you can help. You can support Hotpoint’s 5620 West Taylor Street, Chicago 44, Illinois 












ee Wartime Canning Book a Big Favorite ‘ 
oe Hotpoint’s Wartime Home Canning Book has been acclaimed an important con- 
af: tribution to Victory Gardeners. Thousands have been bought by utility companies and 
“a a 4 retailers for distribution to their customers. With the fall canning season approach- 
RY AN ing its height now is the time to place your order with your Hotpoint distributor. 











ELECTRIC KITCHENS 
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Dre Rolls [nto 


Were Pawing the ROAD TO VICTORY! 


» ¥ getting all the War Bonds we can possibly afford we're help- 

5 B ing to bring the great day of peace nearer. The War Bonds 
which pave the Victory road today will lead to a truly modern 
home tomorrow. Our War Bond savings will provide the 
\e “i eS = means for a new Hotpoint Electric Kitchen when the war ends. 


Our Wan Bond Savings Will Buy a Hotpoint Eletaic Kitchen. 
















y 











FOR 
row COSt 
ROMES 


aa Le ee 


FOR HOMES COSTING AS LITTLE AS 
$4,000 


Hotpoint Electric Kitchens including 
— . : “4 Range, Refrigerator, Sink and Steel 
: = i , Cabinets have been installed in numerous 

homes costing only $4,000. 


THE FIRST STEP IN 
HOME MODERNIZATION 


Lg can change or beautify your home 
any way you wish—but it won’t be 

a real postwar job of remodeling until 
FOR HOMES COSTING $6,000. a es } you've installed a modern electric kitchen. 
The Meadow Lork Kinchen illu the | That’s why so many families are earmark- 
Sie st 86.000 and is comm Mease, ing their War Bond Savings for a new 
Htciipersee, Dishwasher Sink sad Hotpoint Electric Kitchen. Profiting by 
yg eRe the discoveries and improvements of war- 

time production, our engineers will be 

able to build even thriftier, more efficient 


? equipment after Victory. Start your mod- 
BONDS TO DAY—an Electric Kitehon Tomoviw | ernization program today by sending the : 
coupon below, Ng Pp 


SCRAP tS 
POWER 
Cooperate with your indus- 
try! Salvage all Ineperative 
parts ining criticalma- 
terial. Put ally-sonted so 
back inte the scrap TODAY 






BUY WAR 





ll be able co save time and ®@ Two of your most tedious taské will 
by buying perishable foods be gone with a Horpoint Automatic 
ntiti And is stay Electric Dishwasher to do your dishes 
in the . Horcpoint —a Hotpoint Disposall to get rid of 
igerator. food waste before it becomes garbage 


itchen Averages About 10% of Home-Building Costs 


" ELECTRIC 
KITCHENS 
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Appliance and 


Radio Doctor 


Bullock Radio Service, Tuscumbia, Ala. 
assumes responsibility for radio and ap- 
pliance repair for the entire community 


SSUMING a responsibility for 
the whole community, Bullock 
Radio Service, Tuscumbia, 
\la., services all makes of electrical 
appliances, come what may, but has 
ts own priority system of handling 
emergency calls. 
In thus extending his service to all 
ymers, H. C. Bullock, proprietor, who 
as been in business since 1934, took 
recognition of the breakdown of the 
by each leading manu- 
facturer endeavored to have a dealer 
ind service setup in each town, The 
freeze on new appliance sales and the 
scarcity of mechanics caused this sys- 
tem to go by the boards months ago, 
leaving some Southern communities 
lucky if they had even!one appliance 
service man in town. Bullock is filling 
in the breech beautifully in his town 
and he early put his shop -on a 
thoroughly business-like basis, as only 
in this way could be handle the volume 
f work coming his way. 
With appliance sales out of the way, 
Bullock was able t concentrate 100 


system where 


per cent on service. He also dropped 
electrical wiring in order to clear the 
decks for service, which includes both 
small and major appliances, and com- 
mercial refrigeration as well. 

His own “preference rating” to cus- 
tomers extends ficsst to commercial 
cases where :1:¢.t or other foods would 
go bad if the boxes were not promptly 
put back in service, next to electric 
ranges in con:: ercial establishments 
and boarding .1uses and next to re- 
frigerators in iomes where there are 
babies. After that with some excep- 
tions every customer has to take his 
turn. A “noisy” refrigerator is just 
another service call. 

If given time Bullock will get 
around to all comers, but he has no 
time to fool with finicky folks. There 
is too much work to be done to waste 
time. Hence, he charges $1.00 for test- 
ing appliances, that is if the customer 
does not have the work done. If cus- 
tomers don’t want to wait until he can 
get around to a job, then he suggests 

(Please turn to page 34) 


TOP 
H. C. Bullock, proprietor, checks a part 
in stock with a catalogue number. He 
finds that the replacement parts busi- 
ness requires system to avoid utter con- 
fusion. 


LEFT 
View of the small appliance repair de- 
partment of Bullock Radio Service, Tus- 
cumbia, Ala. The girl, when not at the 
repair bench attends to secretarial 
duties. One of the boys goes to school 
and works part time. Note the library 

above. 


BELOW 
Here the major appliance repairman for 
this concern “doctors” a washing ma- 
chine which hes a broken wringer gear. 
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@ Ben BROLEEN AND JOHN HECKBER (seen here 
with Glenn C. Miller, Maytag Regional 
Manager) operate an electrical appliance 
shop in South Bend, Indiana. The other day 
they sat down and wrote us a letter. 

Because it says so well some of the things 

we want you other dealers to know, we’re 
going to publish it word for word. Here it is: 

“It isn’t often we dealers write our 
manufacturers to praise them for the job 
they’re doing. 

“Even so, we’re writing you because we 
want you to know how much we appreciate the 
way you've been looking after our 
interests. You’re one of mighty few firms 
whose representative still calls on us 
regularly. The ideas and suggestions we’ve 
gotten from him have been invaluable. 
They’ve helped us stay in business and that’s 
something we can’t put a price on. At least 
so far as Maytag is concerned, we’re not 
“forgotten men.” 

“You've also done a swell job in taking care 
of our orders for parts. There hasn’t been 
a thing we’ve needed that we couldn’t get. 
That’s important to us, too .. . first, 
because service is a big part of our volume... 
and, second, because we’ve got to keep 
our Maytag owners happy and satisfied if 
we're going to do business with them 
in the future. 

“Thanks for the help you’ve been. 

And, if you want to know it, our hat’s off to 
Maytag for a swell home front job.” 

That’s all. We're grateful for Broleen and 
Heckber’s letter. We’re glad we’re doing 
a good job from the dealer’s standpoint. And 
we'll keep right’ on doing it as long as it is 
physically possible to do so. 


Tue Maytac Company, Newton, Iowa 
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No foolin'! We've proof that the Swiss do washing this way! 


How Laura Lovell and her 
foreign friends are helping 
your post-war washer sales 


HIS yodeling young lady from one of the higher Alps is fea- 
tured in Lovell’s ads in the Saturday Evening Post and Good 
Housekeeping this month. Her story is that American women 
with Lovell-equipped washers are lucky. And she’s sticking to it, 


which should be good news for you. 


We figure the post-war washer picture this way. There has been 
a lot of talk about the tremendous improvements now being 
planned for new models after the war. We believe every word of 
it. We have good new ideas up our own sleeves. But to put these 
radically different models into production is going to take time. 
For that reason we believe that the washers sold immediately 

' after the war will show only normal improvement over the pre- 
war models. And that means the best of them will be equipped 
with Lovell Pressure Cleansing W ringers. 


The picture at the left shows bow dirt and grime stick in the tiny 
spaces between the threads. ‘The right hand picture shows how the 
Lovell Pressure Cleans- 
ing Wringer on the wash- 
ing machine forces dirt 
out. And that's the story 
Lovell Ads hammer home 


month in and month out in 
the best magazines! 





Laura Lovell Says: Our monthly column, “Washday Gossip” 
in national magazines keeps women sold on Lovell-equipped 
washers. Do you know that all the pre-war surveys showed 
that Lovell-equipped machines were easier to sell? Proofs 
like the one above plus steady national advertising did the trick. 





LOVELL MANUFACTURING COMPANY, ERIE, PA. 
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f-that they try some other place (if they 
eean find one). Such customers usually 


come back later, 
In order to conserve equipment, and 
for other reasons, Bullock has discon- 


“tinued the sale of parts and tubes 


across the counter (except of a plenti- 
ful type). He has found that 50 per 
cent of such buyers don’t need tubes 
in the first place as they have other 
trouble. Also these amateur fixers often 
cause waste by burning out tubes 
fumbling with sets. 


Discourages Pick-Ups 


Bullock does not pick up tadios and ¢ 
small appliances except in the course © 
of emergency calls. Such customers 
bring them to the shop and then pick 
them up after they are put back in 
shape. Such calls as are made afe 
grouped to save time and truck equip- 
ment. 

In order to handle all make of re- 
frigerators, ranges and washers, Bul- 
lock and his helpers had to do a lot of 
“boning up.” They went to training 
schools as much as twice a week. One 
of these was a school held by Alabama 
appliance distributors to encourage 
dealers to service all makes of re- 
frigerators and other appliances, some- 
thing Bullock was already doing. 

Bullock has laid in a whofe library 


of service manuals, showing wiring 
. diagrams, catalogue numbers of parts 


etc. It was a job to get all this data 
together and some manufacturers are 
just now getting around to sending in 
their service notes. 

Electric range wiring, for instance, 
is somewhat similar in all makes, but 
there are differences, and besides how 


| is a shop to order a certain part with- 


out having its factory number, say for 
instance a right hand refrigerator door 
hinge. 


Old Parts a Headache 
The biggest headache with Bullock 


is having to send in old parts in order 
to get replacements. This is a lot of 


| trouble and slows up service. He keeps 


on hand a large stock of parts, but not 
enough to cover all the various makes 
and models in the field. When he 
makes an order for a needed part, he 
ties a copy of the order to the appli- 


' ance (if in the shop). The parts dis- 
| tributor is asked to include this order 


number along with the part when 
shipped, Then when Buliock receives 
it, he can locate the appliance for 
which it was ordered. Replacement 
parts come in daily by mail and ex- 
press and it is necessary to have a 
careful system in order to avoid con- 
fusion and delay, 

Most manufacturers and jobbers 
have done a grand job of supplying 
dealers and service men, considering 
the rush of work and the turnover in 
help, Mr. Bullock said. However, at 
times he has been aggravated by one 
mail order house which apparently got 
far behind supplying parts for its ap- 
pliances in service all over the country. 





Such delays piled up appliances in the 
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shop, waiting needed patts, 
disturbing to customers as ‘w 
dealer. ' 
A considerable range service bys. 
ness is done by Bullock, who is locat 
in a TVA cheap rate territory. He hy 
instituted a burner replacement seryig 
which speeds up operations for him ay 
the customer, Where an open-type ggi 
is broken or cracked, he gives a » 
placement price on it, which gives (, 
customer quick service at little increay 
in price. Where burner bricks ap 
cracked or broken repairs can be maj 
in the shop, in 10 minutes, where j 
would take an hour in the customer; 
kitchen. 
i*Major overhauls ranging frong $% 
to $65 is Bullock’s specialty in th 
household refrigerator field. However 
he does not handle motor repairs 
re-gas jobs, turning them over to spe 
cialists in this line, In the washing 
machine field he has numerous repair 
jobs caused by water getting in th 
gear case or by broken gears in thé 
wringer. 








































































Service Staff of 6 


Bullock has a service staff of six 
This includes himself, one man w 
devotes his full time to major appli 
ances, a girl who acts as office seer 
tary and devotes some time to s 
appliance repairs and three others i 
the small appliance department. T 
of the latter are school boys, who wo 
part time during school months. Wit 
this force Bullock handles a surprisi 
volume of repairs. 

A slogan which Bullock might 
address to the manufacturers and j 
bers is as follows: “Give us the pari 
without too much red tape or delay 
we will keep the appliances in om 
territory operating.” He is certainly 
doing a good job of it to date andi 
doubtless the kind of dealer shop badly 
needed in every community. 











“| DIDN'T GET TO FINISH FIXING 
WASHER — HIS WIFE CAME HOME JU 
PECTEDLY!"' 
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There’ll be a Big Bonus 
for SERVICEmen! 


Right after the war you'll of the fact that selling new, appliances is 


the backbone of your business. The lack 


win extra rewards ee if you ve of new merchandise in wartime was not 


your fault — but failure to secure your just 


planned soundly for the future share of this deferred business would be! 


There’s a sizable “bonus” coming up for the 
dealers who rendered wartime Service on elec- 
trical appliances. It’s the big profit that will be 
theirs when Victory releases the tremendous pent- 
up demand for new electrical merchandise! 


You're in the ideal spot to cash in—and you deserve 
to be. You’ve been doing a job that is vital and 
necessary. Besides keeping your business going, 
you've laid a solid foundation for a successful 
switchback to new sales. But to make the most 
of future opportunities you must prepare your 
plans well in advance. 


No one can predict with certainty the day of 
Victory— but we can be certain of one thing that 
you, as an alert, forward-looking dealer, should do 
before that day arrives. You should make certain 
that all your Service customers are made aware 


A very practical way for you to prepare 


for After- Victory is to check up on your customers’ 
post-war needs now. Get as accurate a line-up as 
you possibly can of the merchandise they will 
require when vacuum cleaners and other electrical 
appliances are available once more. Such infor- 
mation, systematically acquired and classified, can 


be of great value to you. 


Premier, with its sixteen factory branches which 
have been maintained intact to aid dealers in carry- 
ing out their Service programs, has already formu- 
lated plans for the switchback period. We are 
convinced that manufacturers and dealers, who 
have cooperated to weather wartime conditions 
successfully, ‘will find it mutually advantageous 

to continue and increase such cooperation in 


the days of “bonus” profits following Victory. 


DIVISION 





ELECTRIC VACUUM CLEANER COMPANY, INC. 


CLEVELAND, OHIO 








UN® 


| Cerrfried SERVICE 


For Vacuum Cleaners 


GUARANTEED 
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30,000 lamp bulbs put to sea! 

ss men a 

. Sad 
HEN one of Uncle Sam’s new battle-wagons puts to se, ar 
she carries approximately 30,000 lamp bulbs of nearly everfeliare. T! 
type and description. Among them you’d probably find some of the Pees 


150 new designs and types of lamps General Electric research have is imn 


produced for military uses since the war began. nny Me 
ical Cala 


All of them are built to the same standards of quality that disffeaded the: 
tinguish G-E lamps for war industry and the home. Lamp efi dyerge 
ciency and lamp quality depend on many factors. General Electric «wit 
research is constantly at work on all of them—so that the Army ‘eestabl 


Navy, and War Industry may have the light they need—and hav "** 


PUBLISHED BY GENERAL ELECTRIC LAMP DEPARTMENT, NELA PARK, CLEVELAND, OHIO 
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SOME OF THE MANY TYPES OF LAMPS THE U.S. NAVY USBis.;.:: 
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BLINKER SIGNAL TELEPHONE SEARCHLIGHT WAKE ls ‘ 
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THE BEST INVESTMENT IN THE WORLD [IS IN THIS COUNTRY’S FUTURE —BUY WAR BONDSIx:. 


SEPTEMBER G-E LAMP AD : Thousands of Entries in G-E Hour of 


Dans mia 
Charm War Bond Contest 


PLENTY OF EYE-APPEAIp:* 
Tens of thousands of entries were 


onal M 
IN THIS NEW DISPLAY|p'" 

g it 1s 
received in reply to the G-E Hour tho has 
of Charm War Bond contest ques- is abilit 
tion, ‘“‘I am buying an extra War GENERAL SC ELECTRIC y the w: 
Bond because’. In the first five MAZDA LAMPS D rehabi 
days more than 6000 50-word y -_ ould b 
essays were received after only one >> ve in.” 
explanation of the rules of contest: 
U. S. Treasury officials gave en- 
thusiastic approval to the contest. 
Hundreds of letters, some without 
entries, have rolled in to tell us of 
the grand thing the contest is and 
how it must reflect in a small way 
the patriotism of the company. 
Final closing date was Aug. 26, and 
the winner of the $5000 War Bond 
Grand Prize was to be announced uit, 
t Sept. 12 or19 over 125 NBC stations. Here’s General Electric’s new display {0 The \ 
Look for Ln G-E lamp ad in Sept. 13th po _ MAZDA lamp dealers, featuring 7 hat it is 
issues of Time and Newsweek, Sept. 18th . . » our of Charm’s two pin-up stars, Evely®@rnment 
Collier’s, Sept. 24th U. S. News, and Oct. lage pene ar 0 ae EWS, Ping and Vivien. In eight colors, 26" x 27” it’s! 
9th Post. Other G-E lamp ads appear in “The World Today” news every weekday, 6:45 sure stopper for windows and counters. It 
Sept. 18th Post and Sept. 20th Life. p.m. EWT, CBS. will be distributed early in October. 
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| HAT a great many small busi- 
nesses have been put out of com- 
Micon by the war is pointed out by 
i S Congressman George G. Sadow- 
of Detroit in a recent issue of 
Detroit News. There are not 
+ than 9,000 vacant stores in De- 
Mit alone, formerly operated by small 
sinesses, he declares. 
Most of these proprietors have gone 
9 industrial work, but that is obvi- 
sy a mere stop-gap for them, espe- 
ally in view of the fact that after the 
ar there will be more than 7,000,000 
urned soldiers looking for their old 
bbs or for new ones. 
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Big Casualty List 





— 
¢ “The majority of these small busi- 
ss men are 50 years old or older,” 
r. Sadowski told reporter A. M. 
) SAR ith. “They don’t want to go on 
every welfare. The casualty list in this group 
of the far greater than it was in the last 
ar. What those still hanging on must 
h hay ave is immediate financial help and to 
event a serious welfare and psycho- 
gical calamity toward which we are 
t disfMeaded there must be financial aid for 
e rehabilitation of small business 
iter the war. 
ectric “It will be far better and cheaper 
Army reestablish them in their own lines 
hay business by making character loans 
‘® them, taking into cognizance their 
ast experience. They certainly know 
w to run small business in normal 
nes, otherwise they would not have 
bntinued it for many years. 
“These loans should be made by the 
anks up to $1,000 and possibly in 
bme cases more, and they should be 
aranteed by the government. If the 
anks are unwilling to do this then a 
ibsidiary of the RFC should step in. 
is to be hoped that the new setup 
mentemplated by the Department of 
ommerce, and provided for in the 
on fills now under consideration by the 
___mmerce committee of the Senate will 
pntain this authorization and direc- 
n. 
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——§ “The government insured mortgage 

pans made under the Federal Hous- 
F Al g Authority through the Federal Na- 

onal Mortgage Association, a sub- 
\Y! idiary of RFC. To my way of think- 

g it is just as important that a man 
ho has been in business, has proved 
is ability and has been knocked out 
y the war conditions should be helped 
D rehabilitate his business as that he 


ould be helped to have a house to 
Ive in,” 


7,734,000 Independent Businesses 


7,734,000 independent 
pusinesses in the United States, giving 
living to 20,000,000 people. In Mich- 
gan 25 percent of the retail grocers 
lave gone out of business since Pearl 
arbor. In the metropolitan Detroit 
Tea some 1,650 of the own’s 6,600 
procery, food and fruit stores have 
uit. 

y fo The writer, A. M. Smith, declares 

z the Bhat it is just as important for the gov- 

a tment to look out for the 20,000,000 

i 

rs, It 


There are 





people depending on these small in- 
dependent businesses as it is for the 
government to look after the 10,000,- 
000 fighting men who come home after 
the war. The 7,734,000 independent 
small business men have 616,000 em- 
ployees and their families bring up 
the number dependent on such firms 
to 20,000,000. 


Des Moines Utility 
Geared for War 


ES Moines Electric & Gas Co. 

were not content with merely 
telling their customers about the bene- 
fits of home gardening and canning 
for victory. They showed ’em! Dur- 
ing the gardening season, a real victory 
garden, 15 feet by 25 feet was installed 
on the front part of the sales floor of 
the building, under the direction of 
E. N. Hopkins, who was in charge of 
the community’s Victory Garden Head- 
quarters. The garden was made pos- 
sible, Mr. Hopkins said, through the 
use of tomato and other plants that 
were started. 

On June 1, the garden was trans- 
formed into a canning and food pres- 
ervation center, under the direction of 
Miss Louise Anderson, who conducts 
demonstrations Tuesdays and Thurs- 
days at the Consumer Information 
Center. Mr. Hopkins, together with 
W. H. Kidder and Mrs. Gordon L. 
Elliott, had charge of the garden pro- 


gram and are going ahead with the 
canning and preserving end of the pro- 
gram. 

The entire first floor of the utility’s 
building is now allocated 60 percent 
to war activities—canning kitchen, 
Consumer Information Center, Victory 
Garden booth, booths for war stamp 
and bond sales and two Red Cross 
workrooms. 

The whole activity had the hearty 
cooperation of Cy Leland, president of 
the company, and J. T. Schilling, com- 
mercial manager. 


Watch Out in 
Employing Minors 


ITH labor scarcity forcing many 

firms to employ minors, it is 
well to be aware of the legal qualifica- 
tions that such a step entails, advises 
Cleve Amis, of the Chicago Retail 
Hardware Association. 

Both state and federal laws apply 
to the situation. Anyone under the 
age of 14 cannot be employed. Be- 
tween 14 and 16, at least in Illinois, 
they must have a work certificate 
which can be procured from the Board 
of Education, and also an age certi- 
ficate. Minor employees may work 
only between the hours of 7 a.m. and 
7 p.m., and a maximum of 8 hours 
a day, and 6 days a week. The em- 
ployer must post a notice showing the 





Des Moines Electric & Gas Co's Consumer Infromation Center has been transformed 
into a canning and fod preservation center, under the direction of Louise Anderson, 
who conducts demonstrations Tuesdays and Thursdays. 
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minor hours of labor, less time off for 
leaves, and keep a record of name, ' 
age and residence address of each 
minor. If five or more are employed 
the record of name, age and address 
must also be posted. Minor 16 years 
of age and over need only an age cer- 
tificate and a copy should be kept in 
the employer’s file. Failure to do this 
and the dealer’has his neck out. 


Utilities To Get 
Break On Television 


T is a well known rule of thumb 

among utility men that seven- 
eighths of the cost of domestic elec- 
tricity is represented in fixed charges 
on the investment in _ generation, 
transmission and distribution plant. 
One-eighth of the price is covered by 
the cost of coal burned. 

Utilities which promote the use | 
of electric ranges naturally have much 
higher residential demand than those 
that discourage high domestic con- 
sumption. It is this situation that is | 
likely to toss a nice juicy plum into! 
the laps of electric utilities when 
television comes in after the war. 


Short Time Demand 


A television set in the home will not 
use a lot of electricity for long periods 
but will need a lot for short periods. 
The revenue will be little—the short 
time demand will be relatively great. 
The peak, so far as the engineers 
can guess, will come right around 
7:45 p.m. on top of evening lighting 
load. It may not be profitable for 
the combination utility to increase 
their service facilities to meet this 
high nightly peak. However, with 
ranges and water heaters on the line, 
the exclusively electric utilities will 
find that the increased demand caused 
by television will be proportionately 
less than for a combination company 
and more_profitable for them to serve 
on the basis of existing investment. 

It will be difficult for utilities to 
buck television when it comes, as it 
is a plug-in device that does not need 
special wiring. A soaring of the resi- 
dential lighting peak will be the first 
warning that it has arrived. 


Egg Cooler Built 
To Use Electric Fan 


ARMERS with a large production 
of eggs can cool them quickly, 
points out Rural Electrification News, 
by means of a home made gadget which 
employs an electric fan and lamp wicks. 
Eggs in a wire waste basket are 
lowered through holes in the top of a 
box which is open at both ends. A 
baffle is interposed between the fan 
slides and the eggs. Rows of lamp 
wicks which are kept moist are strung 
here to promote coolness and moisten 
the air as it blows over-the eggs. Ply- 
wood or } in. lumber may be used. 
The eggs will cool thoroughly in from 
one to four hours, 
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One Woman’s War 





AYBE this soybean meat loaf and these oatmeal 
cakes won't win the war. I don’t pretend to be do- 
ing a big war job, but I’m doing the best I can . . . saving 
, foods, using meat-stretchers . . . and trying to give my 


family appetizing, balanced meals at the same time. 


Thanks to my Grand Range, I can make the most of 
ration points—avoid waste . . . and save precious gas. 
Grand’s oven burner is a wonderful help, baking every- 


thing so perfectly and evenly. And what’s more, it’s 





guaranteed for a lifetime. Yes, Hee 


I can count on my Grand for 





dependable duty for the dura- 


. it will FF i 








tion ...andthen.. 











be another new Grand for me! 





WHEN PEACE COMES...1IT WILL BE GRAND 
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| ity and construction of the new prod- 


Believe in What 


You Are Selling 


A SURVEY made recently of 


local dealers by Sally Kimball, 


_Y publicity director of the Western 


Merchandise Mart, San Francisco, 
revealed that many of them are not 
making the best out of the wares 
which are available to them for sale 
under wartime conditions. Far too 
many of them, Miss Kimball found, 
approached their substitute wares 
with a negative attitude which does 
not make for a favorable customer 
reaction. 


Skeptical Viewpoint 


In part this has grown out of the 
boom selling conditions which have 
existed up to the present time, while 
pre-war stocks were still adequate to 
meet in some measure the increasing 
demands. During this period a great 
number of dealers and their salesmen 
allowed themselves to express openly 
their doubts as to the quality and 
durability of wartime merchandise 
and have passed this skeptical view- 
point on to their customers. Although 
they stocked wartime alternates, they 
held these in reserve and made no 
effort to sell them until their old 
stocks were gone. Now that they 
are face to face with the necessity 
of selling these products, they still 
are doubtful of their new wares. 

Miss Kimball found clerks ill-in- 
formed in regard to the merits of the 
new equipment and actually disparag- 
ing their own products to customers, 
telling them, for instances, in regard 
to textiles, that they would shrink 
to an exaggerated extent, that enamels 
would nick, that furniture was badly 
constructed of inferior materials. 

This attitude that the buying public 


| will simply have to take what it can 


get is a destructive one which can 
result in permanent loss of good will, 
both for the store and for the manu- 
facturer, she points out. 


Notes Advertising Lack 


Part of the trouble is undoubtedly 
due to ignorance resulting from a 
lack of the advertising and personal 
promotion which formerly accom- 
panied the introduction of new prod- 
ucts. “The manufacturers don’t seem 
to be very proud of the stuff they’re 
making,” said one dealer. “Half the 
time we don’t hear anything about 
it until it lands on the market.” That 
this relative silence was due to man- 
power shortage and patriotic restric- 
tion of advertising was not fully 
understood. ; 

She points out that wartime prod- 
ucts, although simplified, are still 
maintaining good quality. In many 
ci ses the product is not new—merely 
expanded in production to fill the 
gap left by the absence of other mer- 
chandise. Some of the changes made 
are distinct advances which will be 
maintained even after peacetime con- 
ditions make a choice of methods 
possible. She recommends a sound 
sales training to accompany the intro- 
duction of a new product, so that 
salesmen will have complete and accu- 
rate information regarding the qual- 








ucts. This must for the Most a lot of o 
be carried out by the ical to 
manufacturers, with their will be usec 
tributed on an allotment basis, jm radio- Int 
little incentive for promotional , otilitarian ( 
penditures. ditioning ¢ 
many othe 
Don't Isolate New Stock available a 
Dealers have found it best to imniy Te St" 
duce new merchandise by showing; 1907 broug 
along with whatever remains of 5,4 component 
war stocks. To isolate displays with electr 
wartime products is itself an ing. edly Not 
tion of negative merchandising, go— tyPCs of t 
Miss Kimball. Salesmen should gyi uP in the € 
them as a matter of course, pointig§ fats S0U™ 
out, if questioned, that many of th. of science. 
have been on the market for different 
To the customer who already }, Some are 
absorbed the skeptical viewpoint, vacuum. 
is well to acknowledge that may ‘erent fam 
familiar articles have disappear) market tor 
from the market for the duration, be] 
that it does not necessarily follow thy 
replacement products are sub-stayje For th 
ard. As one dealer said, “We aym to have a 
confident that American manufacty§§ tube uses 
ers will not jeopardize the reputatiogg tomers, | 
of their well-known trade names aig types ™a 
products by inflicting inferior meg box disct 
chandise on the market during we 1, The 
time, and we are selling this idea wh the-count 
our salesmen as well as to the og important 
sumer.” War has _ hastened ti change a 
changes in style which would be no current. 
mal advances during any period. plants ha 
Says Miss Kimball, “Industry lei the natic 
ers point out that the successful meg entirely 
chandising of wartime products j 
absolutely essential to the survival 2. Pho 
civilian enterprise. Only throug "4¢°S 4" 
performing adequate service and in fects 
suring the continued confidence of th through 
customer, can dealers maintain catches 
stabilized market for the duratiag |!umina 
Although merchandise is scarce ag 3. Tel 
a seller’s market will probably p tube. I 
throughout the war, consumer neei™ light anc 
must be met and service facilities inf on its s 
creased and maintained to make po 4 x 
sible the development and security « tray tt 
the post-war market.” —-. ond 
tises on 
5. X- 
years, « 
A Quick Look . 
At Electronics constru 
flaws. 
OR ten years the American hom 
might have had, at a price, ee 6. ze 
tronic devices to open the doors, ope welding 
garage doors, remove dust in the arg ures ; 
and turn on lights at dusk. Yet peopl POWeT 
still seem to prefer to turn on the industr 
own lights, says Fortune magaiit™ 7. T 
in an article on electronics in its Ju FM ra 
issue. thermy 
heating 
The Price Obstacle and ov 
One of the things that has held w rial. 
this development has been pric 
When war ends, it will be the end‘ 
the biggest customer that electronit 
ever had—the U. S. War busines H 
has built up the electronic plant He 
government expense. It is logit charg 
to believe that with the United Stat ances 
government getting the industry 4 on 
a production scale basis, the publi Fo 
will stand a chance of enjoying el war 
tronic advantages at popular pri} p.. 
when hostilities cease. If electromit Doon 
can hop up the production of airplane 


helicopters, prefabricated houses 
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, lot of other new materials, it is 
logical to think that more of them 
will be used, which will promote more 
radio. In the home we may see such 
giilitarian devices as heat and air con- 
ditioning control, dust removers, and 
many other luxuries which may be 
available at bargain rates. 

The story of how Lee DeForest in 
1907 brought forth a glass tube whose 
component parts acted like a valve 
with electricity has been told repeat- 
edly. Not so well known are the other 
types of tubes that have been welling 
up in the electronic industry and whole 
feats sound like tales in the fairyland 
of science. Today there are some 750 
different types of electronic tubes. 
Some are gas filled and some are high 
vacuum. There are at least seven dif- 
ferent families of tubes that are on the 
market today. 


Tube Types 


For the benefit of those who like 
to have a gossiping acquaintance with 
tube uses for the benefit of their cus- 
tomers, the following summary of 
types may offer interesting cracker- 
box discussion material: 


1, The ignitron tube is not an over- 
the-counter seller—yet it is terrifically 
important in industry because it can 
change alternating current into direct 
current. Aluminum and magnesium 
plants have to have direct current and 
the national power system is almost 
entirely alternating. 


2. Photo tubes stand guard on fur- 
naces and on machines, checking de- 
fects and obtaining — production 
through a light beam “eye” that 
catches the tiniest variation jn. the 
illumination, 


3. Television has its cathode ray 
tube. It picks up the variation in 
light and shadow as the picture flashes 
on its screen. 


_4. Kenetron. It is used to feed 
X-ray tubes, help operate the precipi- 
ton and will have many. commercial 
tises once the war is over. 


5. X-rays, popular marvel for 30 
years, does more today through the 
x-ray tube than peek at people’s bones. 
X-rays are being used to examine 
construction of many solid objects for 
flaws. 


6. Thyratron is used for motor in 
welding control, for recording temper- 
atures and for many other uses at low 
power levels. It is going places in 
industry. 


7. The plyotron is part of the new 


BM radio system, has a place in dia- 
thermy and high frequency induction 
heating—which means heating inside 
and outside—of many types of mate- 
rial. 


Herman Price to Kalamazoo 


Herman C. Price, formerly in 
charge of washers and other appli- 
ances for Sears Roebuck & Co., has 
been appointed a vice president of the 
Kalamazoo Stove & Furnace Co. 

For years Mr. Price was impre- 
Sario of laundry equipment for the 
Davis Store, Chicago, and rose to 
fame by selling washing machines 
by the trainload. 











, = “Let me guide these 
war workers to 
your store... 


As time goes on, more and more of these ful information about the services offered. 

people who have toasters, percolators, Call the telephone company’s business 

radios, irons and other appliances will be office today and ask for the Directory 

needing them repaired or serviced. Advertising Representative. He will help 
Where will they, especially the new- you plan the kind of advertisements that 

comers to town, turn for help? Usually to will guide new business to your store — 

the Classified pages of the telephone book. remind old customers that 

What ads influence them most? Those you're still on hand to serve 

that attract their attention and give help- them. 





“They'll find you in the Classified” 
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Featured at Every Health-for-Victory Meeting 


The high spot of every H-for-V meeting is the 
distribution of the monthly Meal Planning Guide. 
Women come from miles around to get the timely, 
helpful information it contains. 


Endorsed by Leading War Plant Executives 


In hundreds of war plants across the country, top 
executives and labor-management committees: dis- 
tribute the Meal Planning Guide to every employe. 


Already Being Used by Thousands of Women 


Because it’s a cook book, shopping guide and 
budget saver all rolled into one, homemakers refer to 
the Meal Planning Guide from morning till night. 
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lick their Food Problems 


You'll be Pitching for Uncle Sam — and Building Character for 
Yourself by Distributing this Monthly Meal Planning Guide 


Right in your own town, your own community, do 
you want to help make Food Fight for Freedom? 
This is your opportunity. 

At the same time, it offers you a chance to play an 
active, patriotic part in the great Health-for-Victory 
movement you’ve been hearing so much about. 

Starting next month — October — appliance re- 
tailers can make the Meal Planning Guide available 
to their customers regularly. It will serve as a con- 
stant good will reminder in the kitchens of your 
future appliance customers. And it will supplement 
the distribution of this guide already being made 
by over 1,300 war plants and other organizations. 

You have only to thumb through the 68 pages of 
this popular publication to realize why its circulation 
has risen from a few thousand to an edition of almost 
a half million copies monthly. 

Here in one handy package is just the sort of 





Ties in Editorially with National Nutrition Program 


Working in close touch with the Government’s 
nutrition people, the Westinghouse Home Economics 
Institute keeps on top of the food situation. It passes 
on to readers of the Meal Planning Guide the benefit 
of its know-how and advance information. 
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information that hard-pressed homemakers need 
these days: thrifty, appetizing menus and recipes 
for every meal in the month, lunch boxes included; 
up-to-the-minute facts on current and coming food 
shortages; a slew of hints on how to get the most out 
of ration points, and a digest of the “‘musts”’ in the 
National Nutrition Program. 

When you sell this Meal Planning Guide you 
will be helping in a very real sense to make Food 
Fight for Freedom. You will be helping homemakers 
solve their wartime food problems. You will help 
them learn how to use alternates for foods that are 
short; how to serve nutritious meals in spite of 
rationing and food shortages. 

A sample Meal Planning Guide is being mailed to 
every Westinghouse retailer. Your Westinghouse 
Electric Appliance Distributor will supply extra sam- 
ples and fill quantity orders at 6% cents a copy. 








Each Month Women Eagerly Watch for Latest Edition 


Each issue contains from 60 to 90 new wartime 
menus and recipes, to say nothing of scores of tips on 
stretching ration points. It’s easy to understand why 
the monthly Meal Planning Guide is fast becoming 
one of Mrs. America’s favorite publications. 


som 
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, eee “Whil 
Deep in war work today, the Crosley division of Research and silie ta 


Engineering keeps an eye on the world of tomorrow. is felt th 
For 2% years Crosley engineers have pioneered in the newest tional pi 
fields of instruments, radio, radar and electronic applications, and in he 
larger, complex mechanical apparatus. ag 
Crosley fighting equipment is performing in every part of the educatior 
world at temperatures from 70° below zero to 150° and more above, with the 
at sea level and at 6 miles above the earth, on shipboard or in ally wea 
planes, in the Tropics and in the Arctic. ings 
Tolerances of one ten-thousandths of an inch and dial settings rede 
within an accuracy of one part in fifteen thousand are now part of plan to | 
a day’s work at Crosley. When your business and ours returns to 
peace-time conditions, Crosley will be prepared to make fullest use 
of new inventions, new materials and new processes. 
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Appliance Care 
Drive Starts Jan. | 


At Chicago on August 24th repre- 
sentatives of manufacturers of home 
appliances met to discuss with M. R. 
Rodger, chairman of the Edison Elec- 
tric Institute appliance conservation 
committee, the coming national pro- 
gram on appliance care and mainte- 
nance. 

The program scheduled to start Jan- 
vary 1944 will be backed by national 
and trade advertising of electrical 
manufacturers. Local utility advertis- 
ing and demonstrations will tie in with 
the national theme “Better Care—Less 
Repair.” Window and store displays 
for 25,000 dealers will be made avail- 
able, and a “check list” on care of 
home appliances will be distributed to 
homes by local electrical interests. 

Education of all electric industry 
employees is planned to furnish a 
nucleus of informed personnel who will 
know how ‘to conserve appliances and 
make them last as long as possible— 
as an aid to the war effort on the home 
front. 

“While much excellent work has al- 
ready been done” said Mr. Rodger, “it 
is felt that only through a definite na- 
tional program can the industry hope 
to meet the coming crisis of electrical 
appliance service in the home. It is 
only through augmented consumer 
education that we can hope to cope 
with the demands for repair of gradu- 
ally wearing out appliances.” 

Meetings in New York and Chicago 
are planned for early in October to 
formally announce the details of the 
plan to the industry. 


Penn Power's 
C. W. Irwin Dies 


C. W. Irwin, dealer coordinator of 
Pennsylvania Power Co., New Castle, 
Pa. died suddenly of a heart attack on 
August 13th. 

Mr. Irwin organized dealer coopera- 
tive activities in the Pennsylvania 
Power Co. in 1935, and was instru- 
mental particularly in the increased 
activities of appliance dealers in the 
sale of electric ranges and water heat- 
ets on the Pennsylvania Power sys- 
tem. 

He was sixty-three years of age, and 
had been employed by Pennsylvania 
Power between 1925 and 1929 in the 
Capacity of merchandising manager. 
He was with the Bradford Electric 
Co. at Port Allegheny, Pa. from 1929 
to 1935, 


Resumption of Washer 
Manufacture Asked of WPB 


Nationwide survey of 2,890 retailers, 
presented recently to the War Produc- 
tion Board by the industry advisory 
committee it named to report on a de- 
clared emergency in home laundering 
facilities, revealed that on August 1 
they had on hand a total of only 96 
new washers and 2,618 used washers 
of all styles and ages, compared to a 
total of 379,689 requests for washing 
machines made of the dealers since the 
first of this year by individuals at- 
tempting to buy them. 


Would Resume Manufacture 


All production of household washers 
and ironers was halted by Government 
order on May 15, 1942, and the ad- 
visory committee, of which John M. 
Wicht, president of the American 
Washer and Ironer Manufacturers’ 
Association and director, home laun- 
dering equipment division, General 
Electric Co., is chairman, has _peti- 
tioned the WPB for permission to re- 
sume manufacturing. 

Demands for vastly increased farm 
and factory production, a lessened la- 
bor supply through heavy withdrawal 
of manpower into the armed services, 


extensive population shifts and increase 
of the number and size of family units 
through marriages and births have 
combined to cause a nationwide emer- 
gency situation in which household 
washers now in use no longer can bear 
their share of the country’s cleanliness 
burden, according to the committee 
report. 

Greater amounts of soiled clothes, 
virtual inability to obtain washers of 
any kind, increasing difficulty in ob- 
taining repairs for those still in oper- 
ation and an all-time high in employ- 
ment of women, a total of 16,700,000 
including 6,000,000 in war work, con- 
tribute to a cleanliness crisis which 
will grow steadily worse unless washer 
production can be resumed to cope with 
the emergéncy, the committee declared. 

“The demand and need for clean 
clothes and linens for the American 
home and public is something which 
has been taken for granted without 
realizing the depth of their importance 
and what it would mean to be without 
them,” the committee reported. Re- 
turning washers to production, in addi- 
tion to contributing to industrial and 
domestic morale, would benefit war 








GOOD DEED—A group of soldiers at an Army Air Base somewhere in Michigan had 
a Universal iron which needed repair. They sent it to Landers, Frary & Clark asking 
that it be serviced. Eight service girls got together, repaired the iron, paid for it, 
and sent it back “no charge". Result: A gratifying letter of thanks from the boys 
who listed their names (36 of ‘em); and enclosed a snapshot showing the girls how 
they put the iron to work. 
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production workers and housewives 
alike, would be a direct aid to the farm 
labor situation and thus contribute to 
greater food production and would 
provide a reconversion employment 
cushion for all employees engaged now 
in war work in washer factories, ac- 
cording to the committee’s report. 


Six-Month Cenversion Period 


The committe’ proposed a six- 
month period for coordinating plans 
for the industry’s return to washer 
production. It asked that a minimum 
figure be set for the first year’s pro- 
duction, increasing as the end of the 
war comes closer, and that all govern- 
mental restrictions be terminated at 
the earliest opportunity. The WPB 
also was requested to suggest alloca- 
tion of production to serve Army, 
Navy and defense area requirements. 

“Our most important goal is win- 
ning the war,” president Wicht de- 
cleared. “However, we must antici- 
pate what our problems will be. Our 
industry cooperated whole-heartedly in 
conversion to war work. Now we pro- 
pose to cooperate as fully again with 
the WPB for a thorough understand- 
ing of our common problems and the 
procedure in changing to civilian pro- 
duction.” 


Meet With WPB 


At a meeting on Aug. 26 in Wash- 
ington, attended by representatives of 
the industry and WPB’s Office of 
Civilian Requirements, it was an- 
nounced that the American Washer 
and Ironer Manufacturers Association 
program would be taken under advise- 
ment. Any production of new machines. 
however, they said, would have to wait 
upon the allotment of critical materials 
for the first quarter of 1944. 

It was indicated by WPB officials, 
however, that they would give early 
and favorable consideration to the man- 
ufacturers’ suggestion that the allot- 
ment of critical materials for the mak- 
ing of spare and repair parts for exist- 
ing washers be increased by at least 
50 percent. Repair parts, manufac- 
turers said, are in a critical state. 

In addition to Mr. Wicht, the com- 
mittee members named by the WPB 
are Roy A. Bradt, the Maytag Co., 
Newton, Iowa; L. C. Upton, 1900 
Corp., St. Joseph, Mich.; J. C. Nelson, 
Easy Washing Machine Corp., Syra- 
cuse, N. Y.; M. J. Broderick, Altorfer 
Bros. Co., Peoria, Ill.; Judson S. 
Sayre, Bendix Home Appliances Co., 
South Bend, Ind.; D. A. Rizor, Dexter 
Co., Fairfield, Iowa; Bernard J. Hank, 
Conlon Corp., Chicago, and M. R. 
Twiss, Zenith Machine Co., Duluth, 
Minn. 
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We've been to Berlin, to Tunis, to Naples and Sardinia, to 
Guadaleanal, to Rabaul and Tokio. On every war front, when 
a bombardier closes his thumb on the bomb release, Regina 
pays a visit to the enemy that is devastating! As the tempo of 
battle increases, the tempo at the Regina plant increases, 
sending an endless stream of war materials to our heroic 
hombers throughout the world. 
More than fifty years of experience in precision manufac- 
ture is going into tools of war, through the skilled hands of 
our workmen, to ride behind some lad in a bomber’s nose. 
And every man jack of us will give every ounce of his energy 
to keep them flowing. We have a mission to perform in Berlin 
Rome and Tokio, that will not be completed until allied 


flags fly over these capitals. 


IN TIME OF PEACI 
Vacuum Cleaners 
| lectric Floor Polishers 


Smoothcut Can Openers 


IN TIME OF WAR 
Matériel for the Army 
and Navy—for Victory 
and for permanent peace 





THE R 1) G l NA CORPORATION - RAHWAY, N. J. 















LOOKING AHEAD. Howard Schott, famed designer of Universal appliances, 
points out features of Universal's post-war vacuum cleaners to Lee Moss, sales 
manager of the Vacuum Cleaner Division and Frank Nestor his assistant. It's 
still a “drawing board dream", this Universal cleaner for 194X as Landers, 
Frary & Clark are 100% engaged in war production. 








NEMA To Tell 
Range Story 


The Electric Range Section of the 
National Electrical Manufacturers’ 
Association has announced, through 
its chairman, H. M. Parsons, plans 
for a new cooperative informational 
program, covering the use of electric 
cooking equipment. 

This new promotional project will 
have two major parts; a wartime 
educational service for home econ- 
omists, written around electric cook- 
ing, and a_ series of advertising 
messages to be carried in leading 
architectural magazines designed to 
acquaint builders with the need for 
providing adequate electrical facilities 
in all new houses. 


Home Economist Slant 


The series of educational releases 
for home economists will carry infor- 
mation useful in keeping existing 
electrical equipment at peak operat- 
ing efficiency as well as suggestions 
for obtaining full use from these fa- 
cilities. It will also include a series 
of lesson texts for classroom ‘and 
other instructions covering ~ such 
timely subjects as home canning, 
proper use of surface cookery, preser- 
vation of the nutritional values in 
wartime foods, economical oven bak- 
ing, and general care and use of 
equipment. 


Builder Program 


The edvcational advertising pro- 
gram for builders, on the other hand, 
will be prerared around the theme 
that all houses planned for postwar 
construction should have adequate 
provision for extensive electric kitchen 
facilities. The advertising campaign 
will be prepared in such a manner 
as to sunnly builders and their archi- 
tects with n-to-date information on 
the saleahility and utility of new 
houses havine electric ranges and 
adequate wiring for all-electric living. 


6-2/3 Billions Lent 
Under FHA Insurance 


For financing the construction, pur- 
chase or repair of approximately 
5,400,000 homes, the Federal Housing 
Administration has insured $6,800,- 
000,000 in loans made by private in- 
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stitutions, Commissioner Abner H, 
Ferguson announced recently. The 
Federal Housing Administration was 
established June 27, 1934. 

About one-half have been insured 
since the start of the war produc- 
tion program in the summer of 1940, 


Crosley Appoints 
New Distributors 


Four new distributors have been 
appointed by the Crosley Corp., ac- 
cording to J. H. Rasmussen, com- 
mercial manager of the company. 

In Philadelphia, Judson C. Burns, 
Inc., pioneer appliance distributing 
organization, has been appointed by 
Crosley. Since the death of Judson 
C. Burns early this year, his son, R. 
Paul Burns, has been president of 
the firm. R. A. Sholl, who had been 
advertising and sales promotion man- 
ager since 1927, is vice-president, and 
R. W. Brown is secretary and treas- 
urer. A complete stock of Crosley 
repair and replacement parts are now 
carried for Crosley servicing dealers. 

In Carrier Mills, Ill., the O’Keefe 
Motor .Co. has been named distribu- 
tor for that city and the adjoining 
territory. The company is _ headed 
by Clyde O’Keefe, who has been a 
Crosley dealer since 1939. 

In Washington, D. C., American 
Wholesalers have been named ex- 
clusive distributors for the capitol 
city. The company is headed by David 
L. Krupsaw. 

In Memphis, Tenn., the National 
Rose Spring & Mattress Co., are the 
new Crosley distributors. James H. 
Patton is the president of the com- 
pany, a mattress manufacturing out- 
fit with a furniture jobbing and floor 
covering business. 


Zenith Distributors 
Do Own Servicing 


Some 13 months after Zenith Radio 
Corporation discontinued manufac- 
ture of civilian radios, April 1942, 
84 percent of all Zenith distributors 
are still maintaining their service de- 
partments with their own personnel, 
a survey made recently shows. The 
remaining 16 percent are farming 
out their dealer repair work to auth- 
orized service shops. 
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WHY THERE IS 
A GREAT FUTURE WITH NORGE 


In my opinion, Norge dealers are _—_ toa dealer’s chances to become, and to continue to remain, 
going to find themselves in a very a successful merchant of household appliances. These 
fortunate position after the war is _ factors are (t) alliance with a well-established, financially 
won and we turn again to peace- | sound manufacturer; (2) the privilege of selling a wide 
time pursuits. Of course, there will _ variety of quality-proved products; (3) the benefit of con- 
be a tremendous, pent-up demand sistent national advertising; (4) the support of a constant 
for merchandise of all sorts,andof _ flow of merchandising ideas and sales helps. 








course Norge will have new prod- It is obvious that Norge dealers enjoy these four advan- 
ucts available as soon as any other _ tages, so it is not too presumptuous of me to say that they 
; manufacturer. But there are other reasons why I believe also enjoy a four-fold assurance of a great future with 


that the Norge dealer organization will be i inanenviable Norge. 















e position. a= A 2 QZ 
i To be explicit: There are four factors which add greatly President 
rhe 
Nas 
red 
uc- 
40. " . P mer . 
Organizational s.ability 2. Completeness of Line 
Norge has been widely and favorably known to the Ameri- With a Norge franchise, the dealer has, under one brand 
can public for 16 years .. . first for its Rollator electric name, the widest possible variety of high-unit-sale _ 
; : : : chandise: refrigerators, ranges (both gas and electric), 
een refrigeration, and more recently for its extended line of h h h ‘al refri , b 
od : F aw washers, home heaters, commercial refrigeration. Urban, 
a household appliances. It is a Division of the Borg-Warner suburban and farm homes are all prospects of the Norge 
Corporation, one of the country’s large industrial and dealer. 
~ business enterprises, consisting of 25 Divisions and 26 ~ 
be manufacturing plants. The name Norge on a dealer’s place = = 
- of business inspires confidence, inyites contacts. (= 
0 
cen tt 
an- 
and 
as- 
sley 
lOW 
ers. - san Son 
| 3. National Advertising 4. Merchandising Help 
. 
~ Keeping the Norge name and Norge values before the Through the Norge Jury of Marketing Opinion there 
“a housewives of America is one of Norge’s duties to its is being built up a wealth of 
can dealers. The current national advertising activity—full- marketing ideas that will be 
ci 
ital color and black-and-white available to Norge dealers for 
rid ‘ . 
7 pages in 13 national maga- postwar sales of Norge prod- 
r zines, plus large space in ucts. Practical sales promotion 
5 key-city newspapers—is help, in addition to outstanding 
w good evidence of this. consumer literature, is one of 
00) 
Norge’s strong points. 
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FIGHTING MEN ... and 
lots of other folks... will 


—— 


be in the market for new hot water heaters, one of 
these days. Thousands of these potential buyers will 
know the unique merits of Monel for hot water service. 


7 


FLIERS, SOLDIERS, SAILORS, 
MARINES, NURSES...all will 
have seen that Monel does not 





rust ... that it determinedly resists corrosion . .. that 
Monel equipment /asts. 


* 


ALL WILL KNOW MONEL is the ideal hot-water 
tank metal. Right now, in thousands of homes, 
Electric Water Heaters with Monel Tanks are sup- 
plying clean hot water, year after year... All new 
Monel production today goes to equip 
our fighting forces. After the war, Monel 
will again be available to provide RUST- 
FREE hot water in millions of homes. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
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SUNKIST KITCHEN—The perfection of Sunkist recipes is insured by their testing 
in an all-electric kitchen at the California Fruit Growers Exchange, Los Angeles, 


Ideas for cooking with California oranges, lemons and grapefruit are developed 
scientifically with the aid of an electric range, refrigerator, mixer and ice cream 
freezer. Electricity's dependability is ideally suited to the accuracy required in 
Sunkist's food service, according to Miss Essie L. Elliott, head of the home 
economics department of the California Fruit Growers Exchange. 


Western Fall Market 
Active in San Francisco)": >, 


Attendance at the Western Fall 
Market held in San Francisco re- 
cently was 20 percent below previous 
records, but substantially the same 
number of firms were represented in 
the registration. Purchasing was as 
active as the limited stocks would 
allow. With practically all furniture, 
floor coverings and soft goods sold 
on the allotment plan, interest was 
shown particularly in the divisions of 
housewares, giftwares and sundry 
housefurnishing lines where merchan- 
dise was still available in substantial 
quantities. 


“Hold the Line” 


The “Hold the Line” theme of the 
meeting was brought out in addresses 
by such speakers as Neil Petree, 
president of Barker Bros., Los Ange- 
les, and Leo J. Heer, vicepresident 
of the National Retail Furniture As- 
sociation of Washington, D. C., who 
discussed ways of maintaining busi- 
ness under government regulation and 
plans for postwar development. 
Ernest Ingold, president of the San 
Francisco Chamber of Commerce, 
quoted a survey which indicated that 
in the first six months after the war, 
1,900,000 persons will buy or build 
homes. These will purchase nearly 
3,000,000 refrigerators and stoves, he 
predicted. 

“If dealers can keep their inven- 
tories up to a certain point, they will 
survive this period satisfactorily,” 
said Neil Petree. “For the first time 
in merchandising history we do not 
have to worry about sales or profits, 
since prices frozen at both wholesale 
and retail levels stabilize profits. 
Although the wage level has gone 
up 15 to 20 percent per person, actu- 
ally expenses are lower now in rela- 
tion to sales than they have ever 
been due to the fact that the average 
sale has gone up. Merchants must 
be careful to guard their good will 
in this period where goods sell them- 
selves. They must also guard against 
complacency and from an attitude 
that the customer is fortunate to be 
able to buy anything. Stores should 
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not lower their standards, but should 
keep their ideals high.” 


Employment Problems 


Discussing “Store Employment 
Problems in Wartime,” William K. 
Hopkins, regional administrator of 
the Manpower Commission, expressed 
the viewpoint of his office as recog- 
nizing the importance of maintaining 
civilian economy. “The problem of 
labor shortage is being solved by 
many firms through the employment 
of women, older men and physically 
handicapped persons,” he said. “Many 
employers express frank amazement 
as to the results they are getting 
from personnel they would not have 
considered employing in the past, 
but. they have found that services 
must be pared ‘down to essentials 
if their business is to continue.” 

A special event of the week was 
“Gift Buyers’ Night,” held on July 
13, when the fifth floor of the Mart 
was held open for visiting dealers 
and buyers interested in giftwares 
and housewares. 


16,000,000 Radio 
Set Backlog Seen 


Reporting on its war work recently, 
Ben Abrams, president of Emerson 
Radio and Phonograph Corp., stated 
that the backlog of civilian radio 
needs and desires has accumulated a 
an estimated rate of from 7,000,000 
to 9,000,000 sets a year. A potential 
market for 16,000,000 small receivers 
is ready, should the war end soof, 
an1 should normal conditions prevail. 

All of the 55,000,000 sets in use will 
gradually be replaced as television and 
FM evolve, and as new sets are de 
signed. 

Emerson is at present planning 4 
national advertising campaign 
signed to reach from coast to coast 
with the idea of aiding the war effort 
and paving the way to resumption 
of civilian operation. 
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How FRIGIDAIRE’S 
WARTIME PLAN | 


Back the Attack— 
with War Bonds 





has helped dealers 


“keep ’em running” 


Earzy in 1942, when it became apparent that 
existing refrigeration equipment could not be 
replaced, Frigidaire intensified its efforts to help 
dealers solve the many problems confronting 
them. 


Because this Wartime Conservation program 
was based on the wide experience of factory 
specialists, as well as actual experiences in the 
field, it has been unusually successful. Covering 
all phases of service activities from factory to 
user, it has helped Frigidaire dealers perform an 
outstanding service job during a very critical 
period. 

Moreover, the Wartime Conservation pro- 
gram is not a one-time affair. It is of continuous 
help, with up-to-the-minute information and 
suggestions constantly flowing to the field or- 
ganization as new problems arise. Here are a 
few of the reasons why Frigidaire dealers are so 
enthusiastic about this program: 


Factory-Conducted Meetings have been held in 
all parts of the country to acquaint dealer and 
district personnel with first-hand details of the 
Conservation program. Factory specialists are 
also in touch with the field constantly to lend 
assistance wherever and whenever they can. 


District Meetings and other means have been 
used to show dealers how to set up an inexpen- 
sive service shop; how to conserve time and 
expense by proper diagnosis of service com- 
plaints; how to conserve parts by repairing in- 
stead of replacing; how to build customer good 
will; and how to maintain identity as service 
headquarters. 


Field Training Schools conducted by factory 
and district instructors have been of great 
assistance. Hundreds of new and experienced 
servicemen have received fundamental and 
advanced training in Household Refrigera- 
tion, Commercial Refrigeration, and Electric 
Range work. Night School classes have been 
very popular. 


A Correspondence Course, over a period of 16 
weeks, has had an enrollment of: more than 
5,000 students. This course embraces Household 
and Commercial subjects, from basic to ad- 
vanced information. Personal aid and encourage- 
ment are given to each student by district service 
specialists when grading lessons. 


Training Films have been made available to help 
new servicemen and to ‘“‘refresh’’ veterans. Films 
cover such subjects as ‘‘Changing Sealed Rotary 


GENERAL MOTORS SYMPHONY OF THE AIR Every Sunday Afternoon, NBC Network 


Por Excellence 





— 





in War Production 
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Units in Various Style Cabinets, 


Service Op- 
erations on Household Reciprocating Systems,” 
“The Easy Way to Service and Diagnose the 
Sealed Rotary System,” “Service Operations on 
Ice Cream Cabinets,” and “Servicing Wet 
Storage Beverage Coolers.” 


Handy Reference Guides help new servicemen 
and veterans alike. These easy-to-follow pocket 
size manuals have proved to be invaluable aids 
to more intelligent and quicker diagnosis. 


Factory Bulletins and the dealer newspaper, the 
BTU News, are issued regularly to keep the 
service organization abreast of latest service 
developments. They also publicize the successful 
experiences of others and tell the ‘what, why 
and how.” 


Adequate Parts for keeping millions of Frigid- 
aires operating are an important factory responsi- 
bility. A large Parts manufacturing department 
produces, repairs and feeds parts to Depots 
strategically located throughout the country. 
From there they are distributed to servicing 
dealers. 


Conservation of Critical Materials, affecting the 
manufacture of hundreds of parts items, has 
been an important means of assuring the parts 
and assemblies needed by Frigidaire’s servicing 


dealers. 
a. . 
4 
es 
Me A continuous major program to 
help dealers accomplish these 
- 5 important objectives 
pad 
& ; 1. To cooperate with the Government's 
ie Food Conservation and Health Pro- 


tection Program. 


2. To help keep the millions of the 


a nation’s refrigerators running. 
4 
ae. . i 
4 3. To help dealers locate and train ? 
ae necessary service manpower. # 
# ‘ 
aa 4. To help dealers obtain essential ser- ‘ 
bs vice parts. 5 

4] 

x 


maintain income. 


2 
5. To help dealers build good will and 





ae FRIGIDAIRE Division of GENERAL MOTORS 


Peacetime builders of Home Appliances, Commercial Refrigeration, Air Conditioners 
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SERVICE STATIONS 


CAN HELP YOU 


A STITCH IN TIME! 


UL 


* You can't speed up time even in wartime. But you can in- 


sure accurate time—the kind Telechron Clocks by the millions 
keep. Sixty-seven authorized Telechron Service Stations are 
available to provide service . . . dependable sources of parts 
or repairs. Use the nearest one for the swift, reliable service 


you and your customers have a right to expect. 


Akron, Ohio 


H. T. Yates 31 W. Market St 
Baltimore, Maryland 
Public Service Electric Co 605 W. North Ave 


Bangor, Maine 
Boutilier’s Jewelry Shop 268 Hammond St 


Beaumont, Texas 


Thompson Electric Co 175 Pearl St 
Binghamton, New York 

Wee cvccce eeeces )2 State St 
Birmingham, Alabam 

Simmons Electric Co 2023 First Ave N 
Boston, Mass. 

Sam Freeman 387 Washington St 


Electric Time Co. 19 Bedford St 
Bridgeport, Conn. 

Connecticut Jewelers Supply €« 83 
Brooklyn, New York 

Electime Corp. 
Buffalo, New York 

L. H. Hora Clock Co 
Canton, Ohio 

Moock Elec 
Chicago, Iilinois 

Electric Clock Co 140 8S. Dearborn St 

Nelson Electric Co 107 Van Buren St 
Cincinnati, Ohio 

Barkley Electric Co 
Cleveland, Ohio 


Fairfield Ave 


306 Livingston St 


1558 Main St 


Supply Co 502 Cleveland Ave., N 


25 Clinton st 


Hoag’s Clock-Watch Shop 2123 E. Sth St 
Columbus, Ohio 

Wm. H. Orton & Co 22 E. Gay St 
Dallas, Texas 

Clock Service Co 801 Allen Bldg 
Dayton, Ohio 

Edward W. Myers 117 south Main xt 
Denver, Colorado 

Midwest Electric Wiring ¢ 323 W. Colfax Ave 
Detroit, Michigan 

The Gorenfio Compar 153 I Jefferson St 

Wm. H. Henning ° 13395 Glenfield Ave 
Flint, Michigan 

Flint Time Clock Exchangs 1113 W. Dayton St 
Grand Rapids, Michigan 

Kirkhoff Electric Co 79 Front Av XN. W 
Hartford, Connecticut 

Electric Clock Co 171 Pearl st 


Honolulu, T. Hawaii 

Hawaiian Elec. Co..P. 0. Box 2750, Merch. Dept 
Houston, Texas 

Lopez Clock Co. 1 Franklin St 
indianapolis, Indiana 

Apex Electric Service Co. Meridian at Md. St 
Kansas City, Missouri 

Time Products Co. 1103 Grand Ave 
Knoxville, Tennessee 

MeNutt Battery Co 317 W 
Les Angeles, California 

California Elec. Service Station. .630 W. 9th St 

E. W. Reynolds Co. 315 W. Fifth St 
Louisville, Kentucky 

H. C. Korfhage Co.. 
Manchester, New Hampshire 

Robert A. Horace Co. 
Milwaukee, Wisconsin 

P. Q. Reuntree 


Cumberland Ave 


411 W. Jefferson St 


78 Manchester St 


1220 Majestic Bldg 


WARREN TELECHRON COMPANY - 
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Minneapolis, Minnesota 
E. B. Kelley Co. 
Nashville, Tennessee 
McGhee Time Service 
Newark, New Jersey 
Robert Halpern 
New Haven, Connecticut 
Connecticut Jewelers Sup 
New Orleans, La. 
Specialty Sales and Serv 
New York, New York 
Clock Serv. Div. of Elec 


Elec. Time Co., Inc 


Keeeewe -214 8. 7th st 


616 Boscobel St 

917 Broad St 

ply Co..19 Congress Ave 
ice Co 


-4214 Camp St 


time Corp 


112 W. 42nd St 


Room 1206, 570 Lexington Ave 


Oklahoma City, Oklahoma 
Boulton & Co.. . 
Omaha, Nebraska 
T. L. Combs & Sons 
Orlando, Florida 
Electric Time Service. . 
Philadelphia, Pennsylvania 
Electric Time Service 


326 Liberty Natl. Bide 


1617 Harney st 


25 W. Livingston St 


Burd Building, ‘th and Chestnut Sts 


Phoenix, Arizona 

Vinson-Carter Electric ( 
Pittsburgh, Pennsylvania 

Quick Service Electric ¢ 
Portiand, Maine 

Wm. H. Cross, Inc 
Portland, Oregon 

B. W. Cobb Watch and 
Providence, Rhode Island 

Marshall Electric Co 
Rochester, New York 

Electric Razor Service 
Salt Lake City, Utah 

Time and Instrument Co 
San Antonio, Texas 

Haak Typewriter Co 
San Diego, California 


0.. 25 KE. Adams St 
‘o. Jenkins Arcade 
515-A Congress St 


‘lock Shop; 226 Alder St 


21 N. Main & 


50 Stone St 


222 Dooly Bldg 


310 Navarro S 


J. F. Zwiener Electric Co 229 ‘BB’ St 


San Francisco, California 
California Elec. Serv. 3 


Seattle, Washington 


tation. .100 Mission st 


City Elec. and Fixture Co 1022 Third Ave 


Shreveport, Louisiana 
J. W. MeCary 
Spokane, Washington 
Maxwell & Franks 
Springfield, Massachusetts 
T. F. Cushing 
St. Louis, Missouri 
Kaemmerlen Electric Co 
St. Petersburg, Florida 
Bruce Watters . 
Syracuse, New York 
J. J. Bartlett 
Toronto, Ont., Canada 
Canadian G. E. Co. 
Washington, D. C. 
Central Armature Works 
Witkes-Barre, Pennsylvania 
Good Housekeeping Cent 
Youngstown, Ohio 
Buckeye Time Service 


ASHL 


110 Milam st 

619 First Ave 

310 Worthington St 
2318 Loeust St 

360 Central Ave 

231 KB. Onondaga St 
212 King St., W 

625 D at, N.W 

er, Inc..18 E. Market St 


316 Erle Terminal Bldg 


AND, MASS. 

















Invading man's world of radio to help the war emergency are these Philco "Radarette;' 
—Mary Bender, Dorothy Diamond, Betty Smith, Estella Cahan, Charlotte Calahan and 
Dorothy Furey—who are checking resisters and condenser testers as they begin, 
50-weeks' radio course at Temple University to qualify as technical assistants in the 


Philco Research Laboratories. 








HAVE YOU HEARD .... 





J. L. Hudson Co., Detroit’s big 
department store, put on a display 
of Homosote pre-fabricated homes 
recently and 250 prospects a day 
visited the exhibit. Sylvania 
Electric Products has acquired its 
15th manufacturing plant—a brick 
structure in Warren, Pa., which 
will be devoted to the production 
of assembly parts for radio tubes, 
lighting and electronics. 


Zenith Radio was the winner of a 
victory award from the Lumber- 
men’s Mutual Casualty Co. recently 
f ‘outstanding achievement in 


for 
the field of industrial safety”. 


Pittsburgh’s “Swap Plan” resulted, 
in a three-months period, in 2,328 
appliances being turned in to co- 
operating dealers to be repaired and 
re-sold. 


Harry Futoran, New York re- 
gional manager for Chrysler Air- 
temp, died recently of heart failure. 
. . « R. L. Clause, president of 
Pittsburgh Plate Glass, estimates 
that from one to three hundred mil- 
lion dollars will be spent by retail 
merchants after the war to modern- 
ize their store fronts. Chalk 
up another Army-Navy “E” for 
General Electric—this time it’s 
the plastics plant of the company 
at Pittsfield, Mass. 


Hill-Shaw Co., manufacturers of 
the “Vaculator” glass coffee- 
brewer, are going to town in their 
biggest ad campaign this fall—over 
75,000,000 ad impressions in all the 
big mags. A Maytag washer 
gets a good play in the new MGM 
flicker “Cabin in the Sky”. 


Clark Music Co. at Syracuse, N. Y.., 
are plugging hard on the idea of 
sound installations in the nation’s 
war plants to provide music for 
the workers. ... 
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S.-W. Farber, Inc., Brooklyn, 
N. Y. has been presented with the 
Army-Navy “E”, according to Mil 
ton Farber, vice-president in charge 
of production. And another 
appliance manufacturer, the Hoover 
Co., are sporting a white star on 
their Army-Navy “E” pennant, won 
six months ago... 


Eureka Vacuum Cleaner Co, are 
dramatizing the role women play in 


SLT MY PANOS ARE ON THE S08 / 


war production in their new series 
of national ads. . The series is 
being prepared by Geyer, Cornell & 
Newell agency. And Maytag 
announces that 85 million magazines 
will carry the Maytag message to 
the country during the next five 
months. ... 


A. E. Winter, founder of Moley- 
Murphy Co., distributors in Sagi- 
naw, Mich., is dead at the age ol 
81... . Earl Wilson, pioneer dealer 
and contractor of Napa, Cal., is 
retiring . the radio end of the 
business will be continued under 
the ownership of Jack Baldock. . - - 
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RQBOT SHOPP/NG 


FOR MRS. TOPANG 








Maybe we're exaggerating a little. Maybe a mechanical robot 
that does the family’s shopping is going too far. But the labor- 


saving devices that you are going to be able to sell your cus- 
tomers soon after the war will be almost as amazing. 


For the scientific developments that are coming out of war- 
time discoveries are sure to change the average American 
housewife’s way of living. 

We see them first hand. Because, for the duration, Eureka is 
100% in war production. 


Instead of vacuum cleaners, we now make precision control 
motors for Flying Fortresses—starting motors for fighter planes 
—as well as other types of aircraft parts, gas masks and pyro- 
technic pistols. All built to the highest standards of precision. 


And when the war is won, we intend to turn the experience 
and knowledge that we are gaining . . . knowledge of new meth- 
ods, new materials, new inventions . . . to the creation of house- 


They give their lives, 
we lend our money. 
Buy more Bonds! 
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hold appliances for Peacetime living that will surpass anything 
ever yet dreamed of. 

For one thing, the vacuum cleaner of the future is already 
taking shape. In its efficiency and versatility, it will be far better 
than anything ever built. 

We are beginning to visualize other appliances, too, that will 
be even more sensational. 

This is Eureka’s promise for Tomorrow. It is a prospect that 
we are holding out to all the women in America . . . your cus- 
tomers among them . . . in a series of powerful advertisements 
now appearing in national magazines. 

Soon you will learn more about Eureka’s promise for the 
future, including a new franchising plan. 

And we are sure that you will recognize it as an important 
factor in your own post-war program. 


EUREKA VACUUM CLEANER COMPANY, DETROIT 
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MAKE MONEY 
MAKE FRIENDS 


by keeping 


HERE'S MONEY to be made in PERFECTION 
‘hn HEATER service these days. Millions 
of Perfection Oil Heaters are in action now— 
built to last for years—and they will help see 
America through a serious fuel problem this 
winter—with your help! 

Every PERFECTION OIL HEATER OWNER knows 


the added importance of keeping his heater 


N PERFECTION Oil ROon 
yr O HE, 
yor 


No. 500 WICK 

for use on all 

PerfectionRoom 
Heaters. 







No. 107A-1 

PYREX CLOBE 
for models 1710, 
1711, 1712, 1713, 
1714, 1715, 735. 





No. 5350 STEEL RESER- 
VOIR complete for models 
525, 1525, 1527, 1530, 1630, 
1632, 1635, 1692, 730, 735. 


No. 5130 FLAME 
SPREADER for all 
Perfection Kerosene- 
burning Room Heaters. 


PERFECTION STOVE COMPANY 


In Peacetime, THE WORLD’S LARGEST MAKERS OF OIL-BURNING EQUIPMENT FOR THE HOME 
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PERFECTION OIL HEATERS in action! 





TEps 





in tip-top shape for the winter ahead. He will 
appreciate your help—will be a friend you can 
look to for new business at war’s end. 

So, make money, and make friends! Speed up 
counter sales by displaying these fast-selling 
PERFECTION WICKS and REPLACEMENT PARTS. 
Order a good supply now from your nearby 


PERFECTION DISTRICT WAREHOUSE! 


cok nil SUPERFEX HE4 Tene 


No. 457A-2 DRAFT REGU- 
LATOR AND TEE — 6 inch 
size — for all Perfection-made 
Fuel Oil-burning Space Heaters 
except 1029, 1030, 1039, 1049, 
1050, 1249, 1250. 




















PERFECTION OIL RANGES AND WATER HEATERS 
MUST STAY IN ACTION, TOO! 


—S 





No. 331X INNER- 
FLOW WICK for 
all Perfection, Puri- 
tan and Ivanhoe 
Oil-burning Cook- 
stoves and Ranges 
.. for all Perfection 
and Puritan Oil- 
burning Water 
Heaters. 








The Mark 


7611-B PLATT AVE. 
CLEVELAND, OHIO 
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x 
Mayflower Products, Inc, | ' 
mond, Ind., announce that 
sole activity from now on w 
the manufacture, distribution 
servicing of the complete } 
Mayflower commercial refry 
tion and air conditioning, , 











Everyone who has ever fig 
to the Quiz Kids knows that 
who send in usable question 
radios as prizes. With exhay 
of the supply those who 
usable questions began rece 
certificates valid for postwar % 
radios. These certificates ¢ 
exchanged for $50 U.S. war 
if desired. : 

















Producers of essential war material inc 
ing new type incendiary bombs and 
duty electric cooking equipment, Ele 
master Inc., of Detroit has just received 
second Army-Navy "E" Award for co 
ued production excellence, 
























The “Getz-Cold”, a refrigerate 
holding 50 pounds of ice, is no 
being manufactured by Getz Bro 
Co., in San Francisco. It is mat 
of non-critical material and has 
high priority rating under WPI 
Retail price in California is $53. 
and the wholesale figure ; 
$31.80. ... 


One model, known as Bissell 
war model, is being made by t 
Bissell Carpet Sweeper Co., Grat 
Rapids, Mich., according to P. W 
Nickel, advertising manager. 
WPB order has limited productio 
of carpet sweepers to not mo 
than 30 percent of the steel pr 
viously used during the b 
period. ‘ 


Vancouver Electric Club 


W. D. Robertson, British Columb 

manager of Canadian General i 
tric, was recently elected preside 
of the Vancouver Electric Club f 
the ensuing year: F. J. Bartholom 
Electric Power Equipment, vid 
president; and F. H. Hedley, 
dian Westinghouse, secretary. J.T 
of the B. C. Electric Railway 
pany is treasurer. Directors of 
club are E. E. Ackland, 
General Electric; M. F. Crosby, 
nadian Westinghouse Company; 
Darlington, Northern Electric; 
Davies; S. J. Fawcus, B. C. Ele 
Railway Company; R. A. Be 
Canadian Wire & Cable Compa 
J. C. Munro, B. C. Electric R 
Company; E. E. Walker, B. C. 







































































tric Railway Company. 









i vaVia EID EO 


with its subdivisions of Electronics, Radio, etc., 
calls for reliable Post War selling policies 



























am IS THE FOURTH in a series of merchandising questions The past is the indicator of the future. Once bitten— 
on post-war planning which we are raising for the con- twice shy! 
sideration of the radio dealers of America to assist them 


he thelr pest-wer plansing. In your post war planning, add this check-up to the 


others Zenith has given you: 
The future of the Radionic industry can be just as bril- 
liant or as black as we choose to make it! Everything 






































depends on the intelligence with which you and we plan 
for the post war period. 
ia 
A good radio line deserves better from its makers than Question: 
periodical mark-downs and yearly dumps. Yes, it’s fun to 
gamble ...we all like to do it... but it’s a lot more profit- “During the past decade, which brands of 
able in the long run to be a smart, consistent merchandiser radios forced me to take the biggest end- 
a Cd and take a full profit the year ’round. Why live on cake season mark-downs, sales:pressured me into 
Elee and cream for half a year, then go on bread and water the organized ‘dumps’, obsoleted my valuable in- 
ive a = other half? Why sell radio short ? ; i 
an ventory without mercy? 
You’ve all had dumps. You all know whose dumps they 
were. You’ve all worried about your overall profits and the ” 
standing of your instalment accounts when a dump struck Check abdcth: 
— the market like a cyclone! We know you don’t like dumps 
a —or Zenith wouldn’t have grown to leadership as it did! My bug-a-boo dump line 
TOs 
adi Zenith has never believed in policies that cause unex- More or less undependable 
L) pected obsolescence and year end dumps. Zenith’s long s es 
$53.0 established selling policy is constructive, consistent, insist- omewhat better f 
re i ent on the year ’round profit for all who handle the line. Most stable year ‘round policy- 
After the war, it is going to be all-important for you to protected line. 
issel deal with radio manufacturers whose production, selling, 
ee merchandising, and promotion policies stand the test of a 
P. Wj time. 


el 
uctio 
mot 
1 pre 
bas 


The answers, put down by yourself, in black and white, 
should give you plenty of information on which to plan 
your post war thinking on this one point alone! 


Zenith policy ...in the past...and in the future... the 
line which maintains value and profit twelve months of the 
year. Zenith protective policies, backed by good merchan- 
dise, have inevitably brought the reward of leadership. 





lumbi 






ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS 


BETTER THAN CASH | 
U.S. War Savings Stamps #LONG DISTANCE® ADIO 


ok 
and Bonas RADIONIC PRODUCTS EXCLUSIVELY— 
WORLD'S LEADING MANUFACTURER 
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FLORENCE STOVE COMPANY 
GARDNER, MASSACHUSETTS 


oe Oe ——— 
From R.L.FOWLER. President 
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“BETWEEN-SHIFTS” THINKING 
ON POST-WAR PROBLEMS 


We've all got a big responsibility—come V-Day. 


One of two things will happen: either Business will take care 
of 136 million people, or Uncle Sam will have tc carry on. 


It’s just plain common sense to recognize these facts: 


1. The demand for many classes of durable goods will 
probably be twice as great as in 1940. 


2. Unless manufacturers and dealers can meet this 


demand quickly we'll have inflation—or more 


rationing. 


3. Any timidity — any let’s-wait-and-see policy may 
result in harmful unemployment. We’ve got to be 
ready for mass markets. 


Florence aims to be ready. War work has kept us in fighting 
trim—with men and machines on the line for quick conversion to 
ranges and heaters in volume. 


You can look to Florence in Electric Ranges for common-sense 
You 
can expect a dealer live-and-let-live policy that protects the re- 


design, high quality, moderate prices, dependable value. 


tail merchant. 


That's the Florence story. It means that you can look to Florence 
—without fail! 


fos, 


ae 
en 
ad 


RANGES “= 
OILHEATERS | * 
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Carl M. Snyder 1895-1943 


Whether or not Cari Snyder was 
the first to propose the idea of selling 
a complete, modern labor saving elec- 
tric kitchen installed in old and new 
homes cannot be known. Certainly 
such a desirable objective had been 
talked about as far back as the major 
electric kitchen appliances were avail- 
able. In speeches and articles the ad- 
vantages of such a method of sale had 
been advocated as something which 
somebody else ought to undertake. But 
Carl Snyder was the kind of man that 
when he decided something should be 
done, accepted it as a personal re- 
sponsibility and set out to find the 
means to get it done. And this he 
did for the electric kitchen: he had a 
good idea, and he put it to work. At 
his untimely death, August 14th in 
New Haven Hospital, he had accom- 
plished much not only in revolution- 
izing kitchen layout and equipment to 
save hours of drudgery in hundreds of 
thousands of American homes, but in 
more and better wiring, and other 
equipment in those homes. And he 
knew this was only the beginning. 
The industry in future years will build 
a vast and useful structure on the 
sound foundation he had so large a 
part in laying. 


Early Life in Syracuse 


Born in Scranton, Pa., December 
6, 1895, Mr. Snyder moved with his 
family to Syracuse, N. Y., where 
he spent his early years. In 1913 
he entered Syracuse University’s 
School of Architecture. He was 
graduated in 1917 with a B.S. de- 
gree in architectural engineering and 
was awarded the American Institute 
of Architecture Medal for the best 
four year’s work. 

After graduation, he joined the 
army and went to France as a First 
Lieutenant. He was promoted to 
captaincy and commanded Company 
K, 54th Pioneer Infantry through 
the Argonne offensive, and then 
served with the Army of Occupation 
on the Rhine. 

When the war ended, he returned to 
Syracuse and practiced architecture 
for several years during which he de- 
signed a variety of projects from 
small homes to industrial buildings. 
He was particularly interested in 
architecture as an implement through 
which human living could be lifted 
to a higher level. New devices for 
heating, ventilating, housecleaning, 
dishwashing—anything which would 
eliminate discomfort or drudgery in 
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the home—seized his imagination. 

It was this interest which attracted 
him to the Walker Dishwasher Co, 
a small firm in Syracuse engaged 
in producing electric dishwashers, 
Mr. Snyder made a decision which 
changed the course of his career when 
he gave up the practice of his pro 
fession as an architect, to join th 
sales force of the Walker Dishwasher 
Co. He soon became sales manager, 
and later president oi that company. 

In March 1930, General Electric 
purchased the Walker Dishwasher 
Co. and he became a member of the 
General Electric organization. 

In 1930, ’31 and ’32 he gave mo 
mentum to the complete electric 
kitchen idea. He arranged a series 
of meetings of cabinet manuiacturers 
which resulted in setting of uniform 
sizes for kitchen cabinets. In 192 
he organized for G-E in Chicago : 
kitchen planning service, employing 
several full time architects. This 
was the beginning of modern kitchen 
planning as it is known today. 








Planning Complete Homes 


It was a logical step from con- 
plete electric kitchen planning to tit 
planning of complete electrical homes 


Mr. Snyder organized and _headel 
the General Electric Home Buren 
January 1, 1936. Under his dire 


tion dozens of “New America’ 
demonstration homes featuring cot 
pletely planned electrical — servic 
were successful in attracting gra 
crowds to new building developmen 
in all sections of the country. 

Mr. Snyder’s “ensemble” ideas wet 
applied in other ways also. He sw 
gested formation of the compatys 
design committee which resulted 2 
harmony styling of the various piett 
of electric equipment for the hom 
He was an early exponent of t& 
ensemble selling step-by-step finait 
plan, by which a_ housewife coul 
purchase one appliance at a tit 
with a complete, well planned hom 
as her objective. 

On November 1, 1937, he went! 
Bridgeport, Conn., as manager ‘ 
appliances sales for the Appliance 
Merchandise Dept. On October 
1939 he was named assistant ma 
of the Appliance & Merchandise D 
partment with responsibility for 
and sales activities of the complt 
line of General Electric applianté 
throughout the country. He cor 
tinued in this capacity since. tht 
time. 
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wy BENDIX LIES 
OVER THE SEA... 
















































FUNNY PERSON — 


this gal in the Bendix Home Laundry ads. 


She sings a song of disappointment but sets 
it to a jolly tune. That’s because she discov- 
ered that one reason she couldn’t buy a Bendix 
was that many of those available when the 
factory converted to war work “‘joined up” 
with the Army and the Fleet. 


One went swimming in Tokyo Bay— 
ina U.S. submarine. One went up to 
Alaska—with the USO. Others are 
on warships of almost every type— 
washing, rinsing and damp-drying at 


BENDIX HOME APPLIANCES, INC. 








the turn of a single dial. Not winning 
the war, of course, but giving boys 
who are fighting for freedom some 
washday freedom of their own. 


That’s what this gal who couldn’t buy a 
Bendix Home Laundry tells readers of Life 
for September 6, Saturday Evening Post for 
September 25, McCall’s for October and 
Better Homes & Gardens for October. We 
think it will leave those readers in a pretty 
good frame of mind about the Bendix they 
can’t buy until production is resumed. 

And that’s important to you, for it’s a fore- 


SOUTH BEND, INDIANA 


The people who pioneered and perfected the Automatic “Washer” 
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FOR THE NAyy — a 


wi 
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gone conclusion that the post-war demand 
will be for automatic ‘“‘washers’”—with the 
Bendix principle the only one proved by years 
of successful service outside the laboratory. 


This advertisement does not imply endorsement of our product 
by the Army, the Navy or the USO 
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Sunlight-Powered 





Release Womanpower For War Work 





- The time-saving advantages 
a of modern appliances help 
women play a vital part in 


the 


America when you service Sunlight motors. 


war. You are serving 
Today, our facilities are engaged in war pro- 
duction. When Victory is won, our long 
experience in building Sunlight motors for 


appliances will again be applied SAEs, 
xy 

S 

~“ 





to building fine motors for you. — 


s we 
vo Tro* \ 
{ 





Appliances 














BACK THE 

ATTACK— 
WITH 

WAR BONDS 
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WINKLER STOKER MEETING—Winkler Stoker district managers are shown in fro 
of the main plant of the U.S. Machine Corp. at Lebanon, Ind., as they arrived to atten) 
a two-day emergency meeting called by the firm to gear its fall and winter schedule , 
the oil conversion program. In connection with the government's plan to conserve gj 






for military uses, the Winkler firm is manufacturing and installing commercial ay 
industrial stokers running into the thousands in sections hard hit by fuel oil shortage 





Asks Sound Program for 
Post War Distribution 


Ashworth of Wisconsin Association Cites Evils of Past 


Writes H. L. Ashworth, business 
manager of the Wisconsin Radio Re- 
frigeration & Appliance Association, 
Milwaukee: 

“We doubt if this industry will ever 
again in the future have such a grand 
opportunity as it has now to make a 
fresh start on a sound merchandising 
plan. 


The Wholesaler's Position 


“It can be argued that the wholesale 
distributors in any community could 
have avoided the creation of curbstone 
dealers by confining distribution to 
established, legitimate outlets, but our 
study of the thing does not permit us 
to agree with that argument. The 
wholesaler, given an excessive quota 
of any major appliance, simply had to 
get his merchandise on the sales floor 
or the sales shelf while it was in sea- 
son. Otherwise new models coming 
out would leave him stuck with a lot of 
good merchandise on which he would 
have to take the sacrifice. Self preser- 
vation is the first law of nature and 
it is likewise the first law of business. 
So the distributor burdened with an 
excessive quota was inclined to save 
his neck by putting his merchandise 
out wherever it could be sold at most 
any price. When his legitimate dealers 
couldn’t take any more, he turned to 
drug-stores, gas stations, and other 
types of miscellaneous retail outlets 
whose operators were willing to take a 
$5.00 profit on a refrigerator, as an 
example. 

“The legitimate retailer has been the 
goat. And what can he do about it? 
Very little, according to past experi- 
ence. There have been instances in 
some cities where the good retailers 
got together and blacklisted the par- 
ticular line which was being footballed. 
Something can be accomplished by that 
method where one line of merchandise 
is the principal offender. If several of 
the nationally advertised lines are be- 
ing distributed through curbstone out- 
lets, the legitimate dealers, even though 
well organized, can not accomplish 
very much through this method. The 
consumer demand created by national 
advertising will outweigh all their ef- 
forts. 


“Tf the manufacturing group woul/ 
take the initiative in planning a soun( 
appliance distribution program for th 
postwar period, all would be lovely 
The distributors and good retailers in 
every community could then get to 
gether on a sound program whid 
would avoid building up a new list o/ 
curbstone outlets. If the manufactur 
ers of electrical appliances do not take 
the initiative in some such program 
there is still an opportunity for th 
wholesale distributors of every larg 
trade area such as Milwaukee, to get 
together and work collectively for: 
sound community program. Even i 
we again come to the point wher 
manufacturers are over-producing ani 
forcing excessive quotas on_ thei 
wholesale distributors, the wholesal 
distributors of a trade area like Mil 
waukee might conceivably band them 
selves together sufficiently to resist e- 
cessive quotas. 


Government regulation possible 


“We hear some talk to the effet 
that government regulation of busines 
may continue after the war to an e& 
tent that would force orderly distribe- 
tion of all consumer goods. That i 
largely a political question and ot 
guess is as good as another. Conter 
plation of the extent of governmet 
regulation of this business leads 
other questions: How many new mat 
ufacturers of appliances are likely # 
enter the field? Will there be any wi 
of definitely ascertaining postwar by: 
ing power in the appliance field? Wi 
there be any change in the former sy 
tem of rushing new models upon dt 
tributors and dealers before they c@ 
make a real effort to dispose of t 
last model ?” 


Silex 


J..M. Moore has joined The Silé 
Co., Hartford, Connecticut, as salé 
promotion manager. He was formetl 
supervisor of sales offices and met 
chandise manager of the Union Ele 
tric Co. of Missouri and the St. Low 
County Gas Co. 
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HELP THE VICTORY DRIVE 
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band then- A tank track is no stronger than truck tool boxes and met- 
: or its pins. And it is the privilege _al containers for bomb par- 
of Lindemann & Hoverson to achutes. Small shells for 

produce tank track pins that anti-aircraft are among 

~ = meet the exacting requirements L&H wartime products. 
to me of Uncle Sam. Air compressors are as- 
ly distribe Sheet metal workers of this sembled and mounted on 
s. Thats pioneer stove manufacturing or- U.S. Army trucks. And improved L&H postwar products. 


and ont ‘ 
4 poset ganization are also making steel from L&H looms comes In your plans for peace, keep L&H 


zovernmen cases for electrical controls, cartridge belt webbing. _inmind.Itwill bea good line totieto. 
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“4 A.J. Lindemann & Hoverson Co. 


MILWAUKEE + Since 1875 + WISCONSIN 


MANUFACTURERS OF ELECTRIC RANGES...ELECTRIC WATER HEATERS TALCAZAR | 
KEROGAS GAS RANGES...OIL STOVES...PORTABLE OVENS...OI1L HEATERS...WICKS ALCAZAR 


In thus serv- 
ing Uncle 
Sam, a new 
possible precision is 
being achiev- 


ed that willbe 


apparent in 
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Effective July 15th, Air Express rates within the United 
States were substantially reduced—many reductions 


ranging as high as 121%, depending on the weight of the 
shipment and the distance it moves. As a result, the aver- 


age saving to shippers amounts to 102%. 


Increased volume of Air Express traffic stimulated by war- 
time demands on this fastest form of shipping service — 
accompanied by peak efficiency in handling—has made it 
possible to pass these savings along to shippers of air cargo. 


So now, more than ever, it pays to ship by AIR EXPREss! 


NOTE TO SHIPPERS 


To keep costs down—pack compactly, obtaining best ratio 
of size to weight. To insure fastest delivery —ship when 
ready—as early in the day as possible. Ask for our new 
1943-44 CALENDAR-BLOTTER. Write Department PR-10, Rail- 
way Express Agency, 230 Park Avenue, New York 17, N. Y. 











Z: 


Gers there FURST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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FULLER Cabinet Food Dehy- 
drators 
Burt & Co., 500 E. 18th Ave., Denver, Colo. 


Device: Model D-44 Food Dehydrator. 

Sclling Features: Consists of a cabinet 
24 in. wide, 36 in. deep, 38 in. high 
and a base 24 x 36 x 15 in. Interior 
of cabinet consists of 7 wire mesh 
bottom trays separated by 7 cement 
and asbestos baffle plates—both trays 
and baffles are supported on slides- 
attached to inside cabinet walls; each 
tray has maximum capacity of 324 
Ibs. wet weight each 8 to 12 hrs.. 
Uses Coleman heating equipment ex- 
clusively—Electrical Merchandising, 
September, 1943. 


v 





BAILEY Dehydrators 
Bailey Lumber Co., Bluefield, West Virginia 
Model 100. 


Device: 

Selling Features: Has a capacity of 1 
bushel of green fruit or vegetables; 
size 214x264x36 inches ; heated by five 
200 watt electric bulbs ; equipped with 
8 removable glass trays; air circu- 
lated by an electric fan; heat con- 
trolled by a thermostat; shipped “in 
the white” (not painted).—Electrical 
Merchandising, September, 1943. 






- 
cA 


ee 
ase 


MURRAY Dehydrator 


Metropolitan Device Corp., 1250 Atlantic 
Ave., Brooklyn, N. Y. 


Device: Murray Home Model Type S 
dehydrator. 

Selling Features: Special arrangement 
of trays in return air duct has made it 
possible to reduce size of cabinet 
while retaining drying area—cabinet 
size approximately 28 in. long, 13 in. 
wide and 14 in. high; can be placed 
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Price: $44.50.—Electrical Merchandig 







on ordinary kitchen table without djs, 
turbing usual day’s work; 1000 watt 
resistance-wire heating element plugs 
into any a.c. outlet and is controlled 
by a heavy duty thermostat; 7 o 
panded metal trays, each with # 
sq.ft. area, give total of 10 sq.ft, fog 
or about 15 lbs.; fan circulates ae 
over drying food; wooden cabinet fin 
ished in oven-baked, ivory enamels 
total weight .34 Ibs. 










ing, September 1943. 


v 





PEIRCE Dehydrator 


Peirce-Phelps, Inc., 437 N. Fifth St., 
Philadelphia, Pa. 

Device; Peirce Kitchen Craft dehydra- 
tor. 

Selling Features: Size 36 in. high, 24 
in. wide, 24 in. deep; 7 trays; capac- 
ity from 15 to 25 lbs.; complete with 
heating unit, fractional h.p. blower, 
thermostat for automatic heat regu- 
lation; 110 v.a.c.; cabinet is fully in- 
sulated, interior finished to resist heat 
and moisture; exterior, white Dupont 
Dulux with a heavy duty linoleum 
work-board top. 

Price: $59.50.—Electrical Merchandis- 
ing, September, 1943. 








STEWART-WARNER 
Dehydrator 


Stewart-Warner Corp., 228 N. La Salle 
St., Chicago 1, Ill. 

Device: Home dehydrator 443-A 

Selling Features: Synthetic banded resin 
plywood cabinet, double wall construc- 
tion, 324 in. high, 352 in. wide, 242 in 
deep; 4 trays, each with 2 sq.ft. area 
—total tray area 9 sq.ft; 5 Infra Red 
type, totally enclosed elements—1 be- 
tween each tray—1300 watts, total 
connected load 1425 watts; 10 in. 
4-blade fan has 1/20 h.p. motor. A¢ 
justable thermostatic temperature com 
trol, free sliding trays; glass observa 
tion window in door; screened aif 
vents ; convenient access and cleanout 
door in rear; white enamel exterior 
and interior—Electrical Merchandis- 
ing, September, 1943. 


¥ 


MAJESTIC'S PROFITS $354,429 


E. A. Tracey, president, Majestic 
Radio and Television Corp., am- 
nounced that statements had beet 
mailed to stockholders indicating 4 
profit for the fiscal year ending May 
31, 1943, in the amount of $354,429.53. 
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ANTI-AIRCRAFT 


GUN MOUNT SHELL FUSE 





CARBINE GUN 
FORGINGS 





FUEL TANK 
FOR ARMY KITCHENS 


o 


PURALATOR FOR TANKS 


SPERRY GYROSCOPE STATOR 








SAToTA 


PARACHUTE HARNESS FORGINGS 


INCENDIARY BOMB 


BATTLESHIP WIRING 


@e =m Gia 


AUTOMATIC SCREW MACHINE PARTS 


Fl 


STANLEY FOOD CONTAINER 





STANLEY 2 GALLON JUG 


arly in the war, Universal’s ex- 
E perienced manpower and plant 
capacity were mobilized to speed Vic- 
tory. Many products regularly pro- 
duced for civilian use such as kitchen 
utensils, meat choppers, vacuum bot- 
tles and jugs were immediately put 
into production for the Army and 
Navy. 

Long before the manufacture of 
electrical appliances was stopped by 
Government order, much of Uni- 
versal’s capacity had been shifted to 
war products such as gun forgings, 
shell fuses, incendiary bomb parts, 
first aid kits, mess kits, canteen cups 
and one large manufacturing unit 
was being entirely retooled for the 
precision manufacture of anti-air- 














craft gun mounts. Today, Universal 
is nearly 100 per cent in war work. 

A hundred years of experience in 
metal-working produces miracles in 
time of war. But even with this back- 
ground, Universal industrial design- 
ers and production engineers have 
added much to their store of know!- 
edge by meeting the many tough 
problems posed by the manufacture 
of wartime items. 

After Victory, Universal will be 
ready with new precision high speed 
equipment, trained craftsmen and 
still more “know how” to turn out 
the many new household appliances 
already on the drawing boards of 
our designers. 


THE TRADE MARK KNOWN IN EVERY HOME 


ELECTRIC APPLIANCES * VACUUM CLEANERS 


HOME LAUNDRY EQUIPMENT * VACUUM WARE 


LANDERS, FRARY AND CLARK e 


‘Beil! 


STANLEY 2 QUART BOTTLE 
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UTENSILS FOR ARMY FIELD KITCHENS 


ELECTRIC RANGES * WATER HEATERS * CUTLERY 


¢ LANDERS “OPEN TOP’’ CARPET SWEEPERS 


NEW BRITAIN, CONN. 








KITCHEN UTENSILS FOR TRAINING CAMPS 




















NATIONALLY 
ADVERTISED 


Walinprovf 
IRONING PADS 


The dramatic story of Sunlite Waterproof 
Ironing will now be told to the 26,000,000 
flatiron users. Space in these leading con- 
sumer publications is being consistently used 
throughout 1943. 

For your post-war selling keep your eye on 
this revolutionary ironing aid. Consumers 
will be demanding the pad that makes iron- 
ing easier while saving time and electricity. 
National advertising will build your future 
sales while our factory is busy making plas- 
tic clothing for Uncle Sam. 





THE SUNLITE MFG. COMPANY 
MILWAUKEE 5, WISCONSIN 
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FHA Surveying 
Post War Housing 


Field offices of the Federal Housing 
Administration are launching an im- 
mediate survey in all important hous- 
ing markets to determine the ability of 
the construction industry to resume 
home - building operations promptly 
after the war, Commissioner Abner H. 
Ferguson announced today. 

The survey is regarded as an impor- 
tant step in the agency’s program to 
prepare for postwar activities in the 
housing field. It will establish first- 
hand information on the prospective 
demand for new privately financed 
housing in these markets after the war, 
the availability of suitable sites on 
both developed and undeveloped land, 
and the probable capacity of the pri- 
vate building industry in each locality 
in the immediate post war period. 

“While FHA operations under war- 
time conditions are concentrated pri- 
marily on assisting the construction of 

‘ privately financed war housing, the im- 
portance of prompt resumption of 
large-scale building operations after 
the war points to the wisdom of mak- 
ing all possible advance preparations 
for the post war market,” Mr. Fergu- 
son declared. “We are therefore un- 
dertaking this survey in order to be 
better prepared to assist the building 

| industry in reviving normal activities 
| immediately after the necessary war- 
time restrictions on construction are 
lifted.” 

FHA field offices are in close con- 
tact with private building operations in 
all sections of the country. As one of 
the operating units of the National 
Housing Agency, the FHA processes 
priorities applications for all dwellings 
built under NHA local quotas for pri- 
vately financed war housing and in- 
sures mortgages financing upwards of 
85 percent of all private war housing. 
In the immediate pre-war period, about 
35 percent of all new private housing 
was financed with FHA-insured mort- 
gages and built in accordance with 
FHA minimum standards. 


Army-Navy "E" 
To S. W. Farber 


At an impressive ceremony recently, 
| the men and women of S. W. Farber, 
Inc., Brooklyn, N. Y., were presented 
with the Army-Navy “E” Award for 
excellence in the production of war 
equipment. 

In presenting the “E” pennant, Lt. 
Colonel Chester Mueller commended 
the employees and management of the 


> 


i Ny ¥f 





Harvey Harrison and |. Farber. 


The Farber family organization who share with their employees the honor of 
received the Army-Navy "E" award for excellence on the production front are, 
to right, Milton Farber, Hoyt Foster, S. W. Farber, Hyman Shanok, Mrs. S. W. Fa’ 


plant for their efficiency and coop a 
tion. "& 
Milton Farber, vice President jg 
charge of production, receiving thy 
award on behalf of S. W. Farber, Ine, 
stated: “We are proud of what we 
have done. That is only the begin. 
ning. We will have cause to be 
still when the job we have done ay 
the job we are doing have culminate, 
in victory.” 


Plan Post War 
Lighting Meetings 


Anticipating rapid post war expa, 
sion in the field of home lighting, 
New York Residence Lighting Foryp 
is planning a series of education! 
meetings for the coming year, begin. 
ning in October. Home lighting gy. 
cialists are devoting most of their tin. 
at present to problems of eyesight cop. 
servation under conditions of blackoy, 
dimout and electricity conservation, 
The Forum meetings will give mem. 
bers an opportunity to obtain inform. 
tion on new lighting developments ani 
their application in the home, ani 
thereby prepare themselves to render 
a service to the public which will k 
as valuable after the war as it has al. 
ways been. Although wartime re. 
strictions prohibit expansion of rej- 
dence lighting facilities for the dura 
tion it is vital that specialists in this 
field keep abreast of the many recent 
advances in the field of illumination. 


Philco 6-month 
Net at $1,526,282 


With production reaching new high 
levels, consolidated net income o 
Philco Corp. for the first six months 
of 1943 totaled $1,526,282, or $1.11 per 
share of common stock, after estimate 
federal and state income and exces 
profits taxes and after provision for 
anticipated voluntary price reduction 
and renegotiation of war contracts, it 
was announced recently by John Ba- 
lantyne, president. Of these earnings 
$415,000 or 30 cents per share consists 
of the post-war refund of excess profit 
taxes. 

In the first six months of 1942, at- 
justed earnings of Philco Corporatio 
amounted to $1,152,877 or 84 cents pe 
share of common stock, of which $22); 
000 or 16 cents per share was the post 
war refund. 

Net income in the second quarter ¢ 
1943 totaled $817,580 or 60 cents p¢ 
share, as compared with adjusted 
earnings of $708,702 or 51 cents pe 
share in the first quarter of this yeat 
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Proved on the highways of peace . 


Vibration—shock— intense heat and cold... 
been meeting these “‘war conditions” for years 


The physical beating dealt out to radio sets 
used in tanks, tank destroyers and other 
mobile units is old stuff to Delco Radio en- 
gineers. For years, Delco Radio has been a 
leading manufacturer of automotive radios 

. having solved such problems as shock 
—vibration—heat and humidity—extreme 
cold—electrical interference. True, such pun- 
ishment is more intense on vehicles of war 

. but actually they’re the same old prob- 
lems that Delco researchers had to lick to 
make automotive radio practical. 


ee 


The important point today is not that Delco 
Radio pioneered and developed automotive 
radios to equip America’s leading cars. What 
is significant is that this experience in vehicu- 
lar radio problems has enabled Delco Radio, 


ee 
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Delco radios have 


’ 
i 
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in cooperation with military technicians, to 
provide efficient inter-vehicle radio commu- 
nication quickly. 


The experience Delco Radio has gained 
down through the years thus helps speed the 
day of Victory .. . after which it will help 
enrich the days of Peace. Delco Radio 
Division, General Motors Corporation, 
Kokomo, Indiana. 


s 
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BACK THE ATTACK—WITH WAR BONDS &* k& * 
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Victory 


Our designers and technicians 
“coo busy to talk’? now— 
about the post-war wonders that 


will come to you through A-C. 


But these wonders are as sure as 





Alert 


produce kitchen equipment and 
kindred commodities to perfec- 


tions of quality, ingenuity, dur- 


an d 


in war.. 
disciplines of making airplane 
wings and jeep bodies to inflex- 


ible military requirements. 


AMERICAN 
CENTRAL 


MANUFACTURING CORPORATION 
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NEW POSITIONS OF THE MONTH 





Commonwealth Edison 


William T. Reace, assistant to 
Charles Y. Freeman, has been elected 
to a vice-presidency at Common- 
wealth Edison Company, Chicago. 
Mr. Freeman has retired. 


WILLIAM T. REACE 


Starting his Commonwealth Edi- 
son career in 1916 as a sign sales- 
man, Bill Reace subsequently was 
appointed supervisor of refrigeration 
sales in 1928. He was promoted to 
assistant manager of merchandise 
sales in 1936, manager in 1938, and 
assistant to vice president last year. 


Westinghouse 


Appointment of Earl K. Clark as 
manager of the Westinghouse Appli- 
ance Engineering Department and 
H. R. Cummins as assistant manager 
was announced recently by J. H. 
Ashbaugh, manager of the Company’s 
Electric Appliance Division. 


REATIVENESS 









Creativeness will 


“*learned- 
. in the exacting 
EARL K. CLARK 


Mr. Clark succeeds W. J. Russell, 
who resigned to become vice presi- 
dent of Landers, Frary and Clark, 
New Britain, Conn. Mr. Cummins’ 
post is a new position created to fur- 
ther develop liaison work in peace- 
time between the engineering and 
sales departments. 

During the 21 years that Mr. Clark 
has been a Westinghouse engineer he 
has been responsible for many de- 
velopments that improved electric 
appliances. Credited with 44 patents, 
his outstanding contributions include 
the engineering work on the stream- 











lined iron introduced by Westing- 

CONNERSVILLE ° INDIANA house in 1935, development work 
on water heaters and improvement of 

MANUFACTURERS TO INDUSTRY AND THE AMERICAN HOME control equipment for small appli- 
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ances. For the past four years yy, 
Clark has been section engineer 
charge of thermostats and contro 
Mr. Cummins, the newly-appoingg 
assistant manager of Engineering 
served in the sales and advertising 
departments of Westinghouse from 





H. R. CUMMINS 






1935 until 1942, when he 
ferred to the 
ment. 


Was trans 
engineering depart: 


‘ 
Landers, Frary & Clark 


Announcement has been made by 
B. C. Neece, vice president and ge- 
eral sales manager oi Lander, 
Frary & Clark of the appointment 
of H. M. Conlin as sales manager 
of the newly formed Mid-Westem 
states sales division of the company. 

This division, comprised of nim 
mid-western states including Wiscon- 
sin, Minnesota, North Dakota, Iowa 
South Dakota, Kansas, Nebraska 
Missouri and Illinois, exclusive o 
















H. M. CONLIN 







the Chicago metropolitan area fw 
been developed in line with Unt 
versal’s post war planning 





Mr. Conlin will have his heat 
quarters at 225 North Wabash Art 
nue, Chicago. He has been as 


ciated with Landers, Frary & Cla 
as a salesman since 1930. 

H. H. Kimball, manager of #& 
Universal Chicago office, will cot 
tinue to direct the sales in the Cir 
cago metropolitan area. 








General Electric Radio 


I. J. Kaar and G. W. Nevin hat 
been appointed managers of the Re 
(Please turn to page 62) 
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It’s Not Too Early to Plan 


From front office to shipping platform, 
Hoover is entirely devoted these days to 
the production of vital equipment to help 


shorten the war. 


For the second time the men and 
women of Hoover have been awarded the 
Army-Navy “E” flag for meritorious 


service on the production front. 


But there will come a day when this 


war is shortened to its very end. 


When that time comes, Hoover will be 
ready for the days of peace. Ready with 
greater capacities than ever before. And, 


because Hoover “laid aside” its peace- 


The Hoover Company, North Canton, Ohio. Hamilton, Ontario, Canada. 
Perivale, Greenford, Middlesex, England. 






TH 


HOOVER 


E 


a 


time production equipment to allow fast, 
efficient reconversion, you will get new 


Hoovers quickly. 


You can bank on this—the postwar 
Hoover Cleaner will naturally be a bet- 
ter and improved model, as sound and 
dependable and honestly built as all the 
six million Hoovers that preceded it. 
And it will continue to be the leader in 


the field. 


The public’s known preference for 
Hoover Cleaners is being maintained 
today and will continue to be maintained 
by steady, consistent national adver- 


tising. 


REG. U. S. PAT. OFF. 


IT BEATS...AS IT SWEEPS...AS IT CLEANS 
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a 
* ADE GoopD! 


Mary likes to be clean—and is proud 


of the fact that her clothes are always c—T~ 
———i | 


spic and span. 


That's because another Horton dealer 
made good—he kept faith with his cus- 
tomers by checking irreplaceable laun- 
dry equipment — repairing it when 
necessary so as to keep it working at 
peak efficiency. 





Horton urges dealers everywhere to set 
up a routine checking system. It builds 
confidence and paves the way for 
future sales. 
Horton employees, for excellence of 
production of war materials, have 
received the Army-Navy “E” award— 
and for investing 10% of their earn- 


ings in War Bonds they proudly fly 
the Minute Man Banner. 


RT Ca 


FORT WAYNE, INDIANA 
MANUFACTURERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 72 YEARS 
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ceiver and Tune divisions, respec- 
tively, of General Electric’s Elec- 
tronics Department, it has been an- 
nounced by Dr. W. R. G. Baker, 
vice-president in charge of the de- 
partment. 

Mr. Kaar, who formerly was 
managing engineer of the Receiver 
division, joined General Electric in 
1925 and was transferred to the 
radio engineering department where 
he was engaged for several years 
on the development and design of 
high-power transmitters. In 1933 
he entered the engineering laboratory 





1. J. KAAR 


to work on the development of radio 
receivers, and made many contribu- 
tions to vacuum tube and radio cir- 
cuit design. 

In 1934 Mr. Kaar was transferred 
with the nucleus of what is now the 
Receiver division engineering section 
to the G-E Bridgeport plant. The 
same year he was appointed design- 
ing engineer of the radio receiver 
section there. Later, when the G-E 
Radio and Television (now Elec- 
tronics) department was formed, Mr. 
Kaar became designing engineer of 


the Receiver division of that de- 
partment. In 1941, he was named 
managing engineer of the Receiver 


division. 

Mr. Nevin, the new manager of the 
Tube division, was employed by Gen- 
eral Electric in 1929, and went to 
work in the accounting department. 
He became a traveling auditor in 1931 
and continued in this position until 
1938 when he was named accountant 
of the home laundry equipment divi- 
sion of the G-E Appliance and Mer- 
chandise department. In 1942 he was 
appointed chairman of the manage- 
ment committee of the Tube division 
of the Electronics department, the 
position he held at the time of his 
new appointment. 


Westinghouse Lamp Division 


Appointment of Ralph C. Stuart as 
manager of the Lamp Division of 
the Westinghouse Electric and Mfg. 
Co., Bloomfield, N. J., was recently 
announced by George H. Bucher, 
president of Westinghouse. 

Mr. Stuart, who has been with 
Westinghouse Electric and Canadian 
Westinghouse for 25 years, will have 
charge of all activities of the Lamp 
Division, including sales, illumination 
engineering, district office activities 
of the Lamp Division, as well as man- 
ufacturing and engineering in the 
Division’s five plants in New Jersey 
and West Virginia. 

Mr. Stuart came to the Bloomfield 
headquarters plant of the division in 
January, 1941, being transferred from 
the West Plant of the Canadian West- 
inghouse Company at Hamilton, On- 
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tario, where he had been 
from 1930 until 1941. Mr. § 
joined Westinghouse at the Blog, 
field Works in 1918, as an ASSistan 
foreman. In September of that 
he entered the United States 4 
returning to Bloomfield in 1919, 
following year he was transferre 
to the Canadian Westinghouse Cop, 
pany in Hamilton. 

Soon after he hecame manager y 
the Hamilton Lamp Plant in 19%, 
Mr. Stuart organized two toundrig, 
a radio tube plant and a lighting {j. 
ture plant. These manufacturing 










RALPH C, STUART 


operations, together with the lany 
making plant, now comprise the We 
Plant of the Canadian Westinghow 
Company. 


Anchor Distributing Co. 


The appointment of Wm. 
McClelland as sales manager of th 
Anchor Distributing Co., Pittsburgh 
Pa., has just been announced }y 
Harold W. Goldstein, president. 

“Mac”, as he is well known to th 
trade in the Tri-State territory wi 
formerly sales manager of the Aj 
pliance Division of the J. A. William 
Company of Pittsburgh, having joine! 










W. C. McCLELLAND 


that organization in 1930. Prior t 
that, he was associated with the Ké 
vinator-Leonard Company of Pitt 
burgh, and the Brunswick Radio 
Record Company factory branch |! 
Pittsburgh. 

S. I. Lasner, formerly sales mat 
ger at Anchor Distributing, is 1 
assistant to the president. 


Majestic Radio 


The appointment of Carlos V. 
Mercado as export sales ma 
has been announced by E. A. Trae 
president and general manager ' 
Majestic Radio & Television Co 
Chicago. 
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...but actions speak 
louder than words! 


You retailers know that full pages in full color don't 
whisper . . . they shout! And when those smashing pages 
appear in Life, Esquire, American Weekly, Time, Red 
Book, American Magazine, Cosmopolitan, American 
Home... you know they mean business ! 

We are now engaged in such a campaign .. . full 
pages, full color in America’s top magazines, building 
faith in SONORA; so that SONORA may deserve the faith 
of the retailers of America . . . who, when all is said and 
done, add the final chapter of success to all advertising. 

When the day comes that the demand now being 


onora 


ClearasaBell ™ 








Pro, } 
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rolled up for SONORA can be satisfied at your counters 
... you will find that Sonora fits your selling problems 
like a glove. For SONORA is as easy to handle as any 
minor appliance . . . an over-the-counter transaction 
...a “‘Package’’ sale in every sense of the word. 

Ask your jobber to tell you all 
about The SONORA “Package” 
Plan—and more about SONORA’S 
national advertising. 


SONORA RADIO & TELEVISION 
CORPORATION 
325 N. HOYNE AVENUE «+ CHICAGO 





THE ONLY NATIONALLY ADVERTISED JOBBER-DEALER RADIO 
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* * * * * * * * * 


While this 
Flag flies... 


sA 
A 
“~ 
SSS nenennnncenennd®" . 


4 ... we are in the fight with everything we make 
and own. And Hobart has promised that this flag will 
fly uncil the banners of triumph are unfurled. Then, 
KitchenAid Mixers and KitchenAid Coffee Mills will 
be among the products most demanded in the homes 


chat have saved and sacrificed for Victory. 


KITCHENAID DIVISION OF 
THE HOBART MANUFACTURING COMPANY, Troy, Ohio 


* * 
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General Electric 


Alfred C. Sanger has been appointed 
sales manager for the appliance divi- 
sions of General Electric Co.’s appli- 
ance & merchandise department, it was 
announced recently by Hardage L. 
Andrews, vice president. 

In peacetime, the appliance divisions 
include refrigerators, ranges, water 
heaters, electric sinks and kitchen cab- 
inets, home laundry equipment, vacuum 
cleaners, heating devices, clocks, fans, 


A. C. SANGER 


sunlamps and electric blankets. For 
the duration of the war, Mr. Sanger 
will have responsibilities concerned 
with the war products now being 
manufactured in place of appliances. 

Previous to his new assignment, Mr. 
Sanger had been manager of General 
Electric’s traffic appliance divisions. In 
this capacity, he had jurisdiction over 
manufacturing, engineering and sales 
of heating devices, fans, clocks, and 
sunlamps. Since the curtailment of 
civilian goods manufacturing, he has 
played an important part in develop- 
ment of maritime specifications for 
equipment used in ventilating ships, 
and has worked closely with govern- 
ment agencies in effecting ways to con- 
serve materials. 

Mr. Sanger has had 20 years ex- 
perience covering all phases of sales 
and distribution. Born in Brooklyn, 
N. Y. February 12, 1897, he moved to 
Ohio in 1921. In 1923 he became a re- 
tail salesman for T. M. Cook, Inc., a 
chain with stores in Toledo and Co- 
lumbus. He sold radios, then refriger- 
ators and home laundry equipment as 
these items were added by Cook, Inc. 
He became part owner of Cook stores 
but sold his share and in 1928 became 
sales manager of the Commercial Elec- 
tric Company of Toledo, wholesalers 
in electric home appliances, radios and 
construction materials. 

His first job with General Electric 
was as a radio specialist in Philadel- 
phia in 1930. In 1932, General Elec- 
tric’s appliance and merchandise de- 
partment established a Philadelphia 
district sales office with Mr. Sanger 
as district manager. 

In 1939, Mr. Sanger became sales 
manager of the domestic refrigeration 
section, headquarters office, then lo- 
cated at Nela Park, Cleveland. In 
March, 1940 he was appointed man- 
ager of traffic appliances which then 
included heating devices, sunlamps and 
fans with headquarters in Bridgeport. 
Clocks were added to the traffic appli- 
ance group in January 1941 and at that 
time Mr. Sanger became a director of 
the Warren Telechron Co., Ashland, 
Mass., which is a General Electric 
subsidiary. 

Sales activities of the traffic appli- 
ance divisions, one of the responsibil- 
ities held by Mr. Sanger prior to his 
new assignment, will now be in charge 
of Marshall B. Ross. 


Westinghouse Appliance Division 


I, Frank Brownson, regional oe 
ordinator of the Westinghouse Elec. 
tric Appliance Division, has been 
pointed manager of the Division's 
Laundry Equipment Department, a 
cording to T. J. Newcomb, sales man. 
ager. 

Until the war ends, Mr. Brownson 
will continue doing special contact 
work with governmental agencies at 
Washington in connection with the 


1, F. BROWNSON 


company’s war programs, but his post 
war job will be to direct the many 
facture and sale of Westinghouse laup- 
dry equipment. 

Mr. Brownson will have the re 
sponsibility of supervising research 
and development work on _laundy 
equipment, post war manufacture and 
distribution. He was associated with 
the Canadian Westinghouse Co. from 
1933 to 1940, serving as field manager 
for the distribution of the complete 
line of Westinghouse electrical appli- 
ances and radios. Three years ago he 
joined the sales department of th 
Westinghouse plant in Mansfield. 


G-E Wiring Materials 


The appointment of Carl C. Com 
as G-E wiring materials field repre 
sentative in Virginia and North 
Carolina with headquarters in Roa 
noke, Va., is announced by J. H. 
Crawford, manager of the construc 
tion materials divisions of Genera 
Electric Co.’s Appliance and Mer 
chandise Department. Mr. Coon re 
places J. M. Murphy, who joined th 
Navy. 

Mr. Coon has been associated with 
Dowdy Electric Co., Roanoke, Va, 
and has been in the electrical cot 
tracting business for 20 years. 


Apex 
Appointment of three men to post 
of important responsibility in the Apex 


A. C. SCOTT 


Electrical Manufacturing Co., Clevt 
land, Ohio, has just been anno 
(Please turn to page 66) 
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~- Another’ WAKES FRIENDS, 
PAYS DIVIDENDS 


1. It’s a hardship for many people ‘to wait 
while their broken iron is being repaired. So | 
display a reconditioned iron on the counter. 
Frequently a customer will buy this instead of waiting 
for hers to be repaired. | give her a credit on the broken 
iron, recondition and sell it. It helps my customers and 


Proctor is looking for TEL-ANOTHERS—ideas worth telling to other 
electrical appliance retailers. For every proved idea published in 
Proctor advertising a $25 War Bond goes to each contributor. Proc- 


« toris glad to set up TEL-ANOTHERS as a wartime service to dealers. 


By making available to al] the workable ideas of others, every ap- 
plianceretailer benefits at a time when close cooperation is essential. 


: Put your TEL-ANOTHER on a penny post card 
Here’s all you do: Explain briefly, but clearly, some practical 
idea or plan that you are using successfully in your electrical 
appliance business—an idea that might help others. No need to 
send a letter, just jot your idea on the back of a penny post card, 
add your name and address, and send to TEL-ANOTHERS, Proctor 
Electric Company, 3d Street & Hunting Park Avenue, Philadel- 
phia 40, Pennsylvania. That’s all. But please remember your 
idea must be:one you’ve found workable in your own business 
—not merely a “‘brainstorm.”’ 

You may send as many TEL-ANOTHERS as you like, there’s no 
limit to the number of good ideas. Send TEL-ANOTHERS for Oc- 
tober issues now, today. 


gives me more time and profit. 
Your idea may be different, but if it works, 


send it in. TEL-ANOTHER! 








PROCTOR’S WARTIME PROGRAM 


Helpp for Today... 


APPLIANCE RESTORATION PLAN—A plan 
through*Phich idle appliances are turned in for 
War S $, reconditioned, and resold. Util- 
ities pr e the Plan for your benefit. Every- 
one who shares in the transaction benefits. 


AUTHORIZED SERVICE STATIONS— 81 trained 
and equipped repair centers from coast to 
coast are servicing Proctor appliances. You 
benefit and profit by prompt, efficient service 
for your customers without the headaches. 


NATIONAL ADVERTISING—Proctor is maintain- 
ing friendly contact with millions of customers 
by continuing its every-month product adver- 
tising in national magazines. 


LOAN IRONS FOR EMERGENCIES — A broken 
Proctor iron need not interrupt ironing. Proc- 
tor provides loan irons. This service is available 
to Proctor owners through Proctor Authorized 
Service Stations. 


“TEL-ANOTHERS”’—-This advertisement an- 
nounces still another Proctor service for 
retailers everywhere. It’s TEL-ANOTHERS, &@ me- 
dium for exchange of practical, workable ideas. 


Plane for Tomorrow... 


CONSUMER RESEARCH—- Thousands of consum- 
er questionnaires, mailed monthly by Proctor’s 
Department of Customer Research, are help- 
ing Proctor create the postwar appliances 
women want. 


PRODUCT — The war comes first, of 
course, but Proctor engineers are already burn- 
ing the midnight oil designing, making and 
testing these appliances of the future. 


POSTWAR PLANNING—Proctor’s Postwar Plan- 
ning Committeeis your guarantee that Proctor 
will be ready with Merchandise and Mer- 
chandising at the starting gun of civilian 
production. 


PROCTOR PRODUCTS AND POLICIES HAVE BEEN WAR-TESTED AND NOT FOUND WANTING 
PROCTOR ELECTRIC CO. « Division, Proctor & Schwartz, Inc., 3d St. & Hunting Park Ave., Phila. 40, Penna. 
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4 Let Another” THAT HELPS SOLVE 


MANPOWER PROBLEMS 


3. Here’s how we took care of the problem of 

increased production. With my service men we 

s averaged the number of repair jobs turned out 

per ‘day over the past six months.With this average as a basis 

I offered a bonus to each man for every job he produced 

over his average. Our daily output has greatly increased 

and the men make more money. They like the idea because 
the amount of their earnings depends entirely on them. 


Your idea may be different, but if it works, send it in. TEL-ANOTHER! 
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“And NOW — I om 
a MAN!” 











Remember your first long pants? Felt pretty swell, 
didn’t you? . . . Well, you must feel right good today, 
too, when you think about the good heating devices 
you sold in peacetime. We think it’s gratifying to you, 
to realize the continued service those devices are giving 
today, because of their durable Chromel heating ele- 
ments. You know, Chromel just about created the 
heating device industry by giving it the first genuinely 


durable heating element. This was more than 35 years 


HOSKINS 
| CHROMEL ago. So, when peace comes, you'll again put your trust 


ELECT@ICAL HEATING EL Omen? 





in devices that are Chromel equipped. 


HOSKINS MANUFACTURING COMPANY, DETROIT (8), MICHIGAN 
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by E. C. Buchanan, Apex Vice-presi. 
dent. 

Heading the list is A. C, 
newly named director of sales. After 
acquiring a thorough understanding of 
the retailer’s problems during his 9 
years as manager of the John Brune; 
Furniture Co. Oakland, California, 
one of the nation’s leading furnituy. 
stores, Mr. Scott became assistan 
sales manager of the Apex Rotarex 
Corp., an Apex subsidiary. Later hy 





RALPH W. LOTZ 


was appointed sales manager oi the 
Apex Central Sales Division, from 
which position he was elevated to his 
new post. 

Ralph W. Lotz, new director of 
manufacturing, came to Apex from the 
Ford Instrument Co., Long Island 
City, N. Y., where he spent 25 years 
directing high precision work and held 
the position of general superintendent 
on leaving. 

A. H. Davis, new chief development 
engineer at Apex, came to the com- 








A. H. DAVIS 


pany from American Machine and 
Metals, Inc., East Moline, Ill. where 
he was chief research engineer. Prior 
to this he was engineering vice-presi- 
dent of the Shaw-Perkins Mfg. Co., 
Pittsburgh, Penn. 


NEMA To Sponsor 
Lighting Exhibition 


A post war annual lighting equip- 
ment exhibition and congress will be 
sponsored by the industrial and com- 
mercial lighting equipment section of 
the National Electrical Manufacturers 
Association, according to a _ recent 
announcement. The section believes 
that there is a definite need for such 
an exhibition in order to provide 
opportunity for manufacturers, whole- 
salers, contractors, public utilities, 
architects and others to meet and 
discuss constructive developments and 
plans in this important post war field 

The section has named nine mem- 
bers of an exhibition operating com- 
mittee which will make preliminary 
plans looking toward the holding of 
the exhibition as soon as practicable 
after the war. 

































































The grandest Thor Washer of them all. . . with 





every feature that you or your customers ever dreamed of 


... will be waiting for you when the whistles blow! 





And so will the 
Thor Automatic Gladiron, 
that does what no 


ironer ever did before! 
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How to Ring Up NEW 
PROFITS on Toast! 


You may not be in a position to make your own repairs on Toastmaster 
appliances. But don’t let that keep you from making plenty of real 
repair profits. . . 

You simply send the Toastmaster appliances, complete with all parts, to 
the nearest authorized service station listed below. Expert repair jobs will 
be done for you, at the lowest possible prices consistent with good service 
work. When billing your customers, you just add your normal handling 
charge to the repair cost. Easy, isn’t it? 

On the other hand, if you can do the repair work yourself, you may 
obtain the necessary new parts—provided you return the old parts with 
your order. 


HOWEVER YOU HANDLE TOASTMASTER SERVICE, 
REMEMBER THESE POINTS! 


% Check the operation of a Toastmaster appliance before starting 
to repair it or sending it out for repairs. Failure to operate prop- 


erly is often due to a poor connection caused by a faulty outlet. 


*% When shipping a Toastmaster appliance to an authorized service 
station, include a complete report of the customer’s complaint. 


% Explain that toasting too dark or too light is often caused by a 
variation of voltage in the power line. If changing the adjust- 
ment button setting does not correct the trouble, it is best to 
send the toaster to an authorized service station. 


% Be sure to pack Toastmaster* appliances carefully when shipping 
them, so that they will not be damaged in transit. 


FACTORY Miami, Fla............ Florida Asolanee Service 
in, WI. McG Co. ouggengig 
Elgin, Grew Elecite Co Minneapolis, Minn..............E. B. Kelly & Co 


‘214 S. Seventh St 
Reliance Elec’l Works 
814 Carondelet St 
ame: LF fpreebes & Co. 
N. Twelfth St. 

Cegeee Quick Be Electric Co. 
Jenkins Arcade Bidg 


FACTORY BRANCH SERVICE STATIONS 


Chicago, lil. 222 W. Adams St 
Los Angeles + 316 E. Third St. 
New York, N. ¥ 196 Lexington Ave 
Corner 32d St 


AUTHORIZED SERVICE STATIONS 


New Orleans, La. . 
Philadeiphia, Pa... 


Pittsburgh, Pa. 


Atlanta, Ga. Georgia Power Co. Portland, Ore.. .Bressie Electric Co. 
Electric Building " 909 Southwest Fifth Ave. 

Baltimore, Md. Baltimore Electric Light Co. Reading, Pa.......... Smae Crockery Co. 
300 W. Cold Spring Lane N. Ninth St. 

Boston, Mass. Farrington ElectricCo. San Diego, Cal.. J. F. i : Elec’ | Co. 
8 Boylston St. 229 *B” St. 

Cincinnati, Ohio...... .Whittle Electric Co. Seattle, Wash....... Appliance Parts & Service Co. 


1711 Elm St. 


Cleveland, Ohio. .Elec'! Repair . Constrection Co. 
1 Prospect Ave. 


214 Stewart St. 


.Maxwell & Franks 


Spokane, Wash......... wd 
First Ave. at Wall St. 


Dallas, Texas Dovolars Elec App. Co. San Francisco, Cal... .... . .Radelfinger Bros. 

3 W. Davis St. 544 Natoma St. 

Denver, Col Mi aM. wh WiringCo. St. Louis, Mo............ Keonnertes Becwte Co. 

323 W. Colfax Ave. ge St. 

Detroit, Mich... . . . Cooley-Van Howe Service Co. Washington, D. C. Pa W. Dau of 
744 Michigan Theatre Bidg. 2320 18th St., N. W 


TOASTMASTER 


* Toastmaster” isa registered trademark of McGraw E.ectric Company, Toastmaster Products Division, 
Elgin, Il. Copyright 1943, McGraw Electric Co. 
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Soldier-trainees at the Refrigeration School of the Quartermaster Replacement Training 


Center at Camp Lee, Va., become acquainted with foreign equipment. 
tion will stand them in good stead later in the field, when they may be called upon ty 


Such familiariz. 


operate or repair captured enemy units. Above, Corporal Kenneth S. Franklin, an 
instructor at the school, is explaining the expansion valve on a German unit. 


Foreign Refrigerator Unit 
Repair Taught in Army 


When the American forces took 
Guadalcanal a few months ago, they 
captured a considerable amount of Jap- 
anese equipment. Among the captured 
articles was an American-made refrig- 
eration unit which had found its way 
to the Japanese Army before Pearl 
Harbor. Operation of this unit was 
comparatively simple for our refrigera- 
tion specialists on the island—but Jap, 
German, or Italian equipment captured 
in other combat areas has presented 
more of a problem, due to the unfamil- 
iarity of our soldiers with the foreign 
units. 

Captured equipment is of great im- 
portance in a war where supply lines 
are already burdened with heavy 
shipments of all sorts of things that 
make for victory. Any enemy equip- 
ment captured and put to use leaves 
shipping space that much freer for 
other uses. 


Study Foreign Equipment 


With this in mind, the officers and 
instructors of the Refrigeration School 
at the Camp Lee, Va., Quartermaster 
Replacement Training Center have de- 
voted a portion of their training pro- 
gram to the study of foreign refriger- 
ation equipment. 

Recently an Ate, German household 
refrigeration unit was acquired by 
the school. It was made at Frankfurt- 
am-Main in 1938, and brought to this 
country before war broke out. It is 
contained in a five cubic foot box, and 
is powered by a 50 cycle 220 volt 
motor, as compared with the standard 
American 60 cycle 110 volt motor. 

The unit is used at the Refrigeration 
School to compare component parts 
of German origin with those of Ameri- 
can make. Many novel features have 
been discovered in the German unit. 
The refrigeration cycle itself, how- 
ever, is practically identical with the 
conventional American household box. 


Methyl Chloride Used 
Among the noticeable features is the 


small-sized compressor and ingenious 
hiding of the tubing within the walls 


SEPTEMBER, 


of the box. The German unit uses 
methyl chloride as a refrigerant—a re- 
frigerant which is practically obsolete 
in light-type domestic refrigerators 
used’ in this country. This is probably 
a result of the heavy consumption of 
freon and SO, in the German war 
effort. 

The unit was requisitioned and do- 
nated to the school by two of the 
school’s teaching staff, Lieut. Max B. 
Fanning and Master Sergeant Elton 
W. Mattson. 


Kelvinator Ads Lead 


Nash-Kelvinator leads all other re- 
frigerator companies in advertising 
readership, according to the Advertis- 
ing Rating Service reports, based on 
an eight-month study of men and 
women readers of nationally weekly 
magazines. 

Readership of the advertising of the 
eight refrigerator companies carrying 
on wartime advertising campaigns 
shows an average range of 2.6 per cent 
up to 10.2 per cent, with Nash-Kel- 
vinator at the top, the second company 
scoring 88 per cent, and the third 
ranking at 8.7 per cent. 


G-E Radio Primer 


A 68-page primer intended to help 
the beginner understand the funda 
mentals of radio has been produced 
by the General Electric Electronics 
Department. The book is the out- 
growth of a training course in radio 
prepared for peuple employed in 
nontechnical positions in the radio 
industry. The scope of the material 
is broad, with mathematical and 
engineering treatment on fundamental 
theory held to a minimum. Hence, 
the point of view of the practical 
serviceman has been adopted rather 
than that of the advanced engineet. 

Copies may be obtained from the 
Advertising Division, Electronics De 
partment, General Electric Co, 
Bridgeport, Conn., for 25 cents # 
coin. 
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Tito dy 


With every Axis plane sent hurtling earthward 
in flames, a tribute is written in the sky. It is a 
tribute to those back home who helped make 
such victories possible. 


Electrical equipment dealers—by their sacri- 
fices in money and business, in life-as-usual 
. . - and by repairing and servicing motors 
under difficult conditions —are doing their part. 

They understand that a large part of the facili- 
ties which once produced Delco motors for 
household appliances are now turning out 
special motors for bombers and fighters. And 
that such must be the case until Victory is 
assured. 


They know, too, that—come peacetime—de- 
pendable Delco motors will again power the 
appliances which fill their customers’ needs. 


Back the Attack 
With War Bonds 


DELCO MOTORS 


DELCO PRODUCTS oivision of GENERAL MOTORS 
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DP, When an appeal is taken from the 
classification or reclassification of 
a registrant and when such appeal 
is upon the ground that the regis- 
trant should have been deferred by 
reason of his occupation, the ap- 
peal shall be transferred to the 
board of appeal having jurisdiction 
over the area in which the regis 
trant is employed, provided all of 
the following conditions are met 
(but not otherwise) : 


(1) The first person to appeal from 
such classification or reclassifica- 
tion files with his appeal a writ- 
ten request for such transfer; 

(2) The written request states in what 

respect an occupational question 

is involved; and 

The written request states the 

name of the registrant's employer 

and the street address, county, 
and State where the registrant is 
employed. 


(3 


— 


The person appealing may attach 
to his notice of appeal or to the 
Selective Service Questionnaire 
(Form 40) a‘statement specifying 
the respects in which he believes 
the local board erred, may direct 
attention to any information in 
the registrant’s file which he be- 
lieves the local board has failed to 
consider or give sufficient weight. 
and may set out in full any in- 
formation which was offered to the 
local board and which the local 
board failed or refused to include 
in the registrant’s file. 


Appeal to the President from class- 
ification by the board of appeal 
may be taken at any time within 
10 days after the date of mailing 
of notice to registrant, provided 
the registrant was classified by 
the board of appeal in either Class 
1-A, Class 1-A-O, or Class 1V-E 
and one or more members of the 





“SHE'S GOT A REPAIR JOB TO DO OVER AT THE OLD MEN'S HOME” 


Manpower ... 


d from page 3) 
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the registrant in Class 1-A, 1-A-0, 
or IV-E, the employer may then 
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cation made by the board of appeal. 


at he ma 
Jide. 
But neitl 
hor the it 
ake the | 
andling tk 
ment is ic 
rade grou 
logether t 
ssociation 
Df the uti 
olve mar 
ppliance 
ppportunit 
buch coope 
The El 
jon, D. C. 
on defern 
It has fou 
ent sche 
shops shot 
he top | 
Jashingt 
other pat 
be the st 
The ne 
ment sch 
state boa 
Boards w 
an appli 
large anc 
trial org 
clearly tl 
a small r 
to realiz 
pair shoy 
of appli 
dividual 
local le: 
munity 
essential 
the loca 
these loc 
on all b 
the ne 
boards 
AS a sa 
ment w 
article g 
trict an 
ington 
This 
for loca 
ership 
problen 
repair | 
not in 
matter 
tion to 
Sition 




























take no further action after th 
employer has requested him t 
review the case, the employer may 
communicate with the Director oi 
Selective Service and request tha 
he review the case. The Director 
of Selective Service, like the State 
Director, may direct the loc 
board to reopen the classification 
and consider anew; or he maj 
appeal to the President from the 
classification made by the boari 
of appeal. This last step may b& 
taken only after the previously 
mentioned appeal and considers 
tion opportunities have been & 
hausted. 
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fach State Director has as a part 
of his Headquarters one or more 
competent officers who are assigned 
to occupational classification. They 
are available to employers at the 
Headquarters for Selective 


State : ‘ 
fron Service for discussion of all prob- 
SE, the lems which involve Selective Serv- 


_ ce. It is suggested that employers 
= h consult with these officers for the 
er by purpose of developing an analysis 
ect of the occupation within the activ- 
Sele. ity so that the employer can plan 
tha to meet not only the present but 
atonal the future demands. of the armed 
ond a forces upon his manpower. 


iducte; 
fordei Local trade should act together 
+ board Now anyone reading through the 
1 such seve statement of procedure to obtain 
berment will realize what a task it 
; for the small employer in a service 
1eS the op. He is so busy a man with so 
tinue ony distracting calls on limited time, 
1-A-0,But he may give it all up and let it 
Y thea Bide. 
Direc-B put neither the individual employer 
of the or the industry can afford not to 
trantiB ake the effort. The best means of 
Lesting andling this major problem of defer- 
> State vent is for the local industry and 
direc rade groups to act together. Acting 
rationMovether through local leagues and 
appeal <sociations and with the cooperation 
lassi the utilities has helped so far to 
appeal Rolve many of the problems facing 
ppliance service and this is another 
des tipportunity, and a most vital one, for 





















er theluch cooperative effort. 
im ti The Electric Institute of Washing- 
























t mayfmton, D. C. has for months been acting | 
tor oifon deferments for the local industry. | 


st tha Mit has found that first of all, a replace- 
rectorf™ment schedule for all the local service 
 Stateshops should be compiled and filed with 
localfthe top local board. In the case of 
catin™Washington it is a district board, in 
may Mother parts of the country it would 
m thbe the state board. 

boar The necessity for this group replace- 
ay ment schedule is to show local and 
ioushMstate boards the size of the problem. 
ider- Boards which would consider carefully 
n ex@an application for deferment by a 
large and obviously important indus- 
trial organization would not see so 
clearly the importance of deferment in 
asmall repair shop. They can be made 
to realize it, however, if the small re- 
pair shop is related to a local problem 
of appliance service of which the in- 
dividual shop is but a part. Also the 
local league should present a com- 
munity picture and a statement of 
essentiality of appliance service before 
the local boards. It is impossible for 
these local boards to be fully informed 
on all business and the leagues can do 
the necessary education on _ these 
boards broadly and for the industry. 
Asa sample of the form such a state- 
ment would take we print with this 
article a statement prepared for its dis- 
trict and local boards by the Wash- 
ington Institute. [See page 3] 

_ This is an urgent situation. It calls 
lor local leadership. Unless local lead- 
ership induces a consideration of the 
Problem and action on it, individual 
repair agencies may not, perhaps will 
hot in large enough number, give the 
matter the necessary serious considera- 
tion to safeguard their individual po- 
sition as to future loss of manpower. 










“The Old Man's working 


on his post-war kitchens’ 










Sure, the “Old Man” has war work to do. ufacturers. They are determined that after 


He put in eleven hours on it today. Now it’s the war you shall have quality porcelain 


late at night and he’s studying some post-war enameled products you can turn over rap- 


kitchen models his designer made up. 


For the range, refrigerator, washing full profit to your business. 


machine and sink, that designer specified a 


idly, with customer satisfaction, and with a 


You may have every confidence that porce- 


porcelain finish, knowing this glossy, sani- jain enameled household appliances will be 
tary, easy-to-clean surface will be even better pig sELLERS for you when peace comes. 
after the war. Like the “Old Man,” porcelain Reserve an important place in your mind 
enamelers are hard at work every day im- W—and your store—for porcelain enamel prod- 


proving their products —that is, after their ors The American 
Rolling Mill Com- 
As producers of the original porcelain pany, 2391 Curtis 
enameling iron (ARMCO Ingot Iron), we are Street, Middle- 
co-operating closely with many of these man- town, Ohio. 


war jobs are done. 


THE AMERICAN ROLLING MILL COMPANY 
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These units fit all 
electric ranges. They 
cook the 
way — with black 
heat. Their flat top 
transmits heat by contaci—the fastest, most 
economical way. They are most easily cleaned. 
All users like them. Write for details. 


modern 


EDWIN L. WIEGAND COMPANY, 7600 THOMAS BLVD., PITTSBURGH 8, PA. 




















DELIVERY ? RATING? 


HERE'S THE INFORMATION ON 
THESE SIGNAL PRODUCTS 


Telegraph and 
Wireless Keys 





‘ R-48 key 

In addition to our government contracts for Wireless and Telegraph 
Instruments we have a factory stock of most all of these items for 
immediate shipment on orders with AA-5 or higher rating. 





If you are not getting our 
weekly factory stock list 
send for your copy. 


SIGNAL PORTABLE ELECTRIC DRILLS 


OB light duty “4”, OB-4 standard duty %” and OB-5 
standard duty %” ... are obtainable 
on A-9 or higher rated orders. Delivery 
on new orders about October first. 















VENT AND EXHAUST FANS 


Ventilating and exhaust fans, available on orders 
as follows: 10” through 16”—AA-4 or higher rating 
and approved PD-556 filed with Washington. 18” 
through 24”—AA-5 or higher rating. 





V-316 


SIGNAL ELECTRIC MFG. CO., Menominee, Michigan 


Offices in all Principal Cities 
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RMA Committee to Lay 
Plans for Post-War Radio 


Cosgrove of Crosley Heads New Study 


Studies of the post-war problems of 
the radio manufacturing industry are 
to be undertaken on a broad scale by 
the Radio Manufacturers’ Association. 

R. C. Cosgrove, vice-president and 
general manager, manufacturing divi- 
sion, The Crosley Corp., has been 
named by P. V. Galvin, president of 
the association, as chairman of a new 
special committee of the RMA on 
post-war planning, and the committee 
includes many prominent executives 
of the radio manufacturing industry. 


Conversion Problems 


Looking toward the resumption of 
domestic production, the committee 
will have wide jurisdiction in the field 
of post-war planning, including recon- 
version of the industry to civilian 
manufacturing and also immediate 
problems relating to war contracts 
and their termination. 

Mr. Cosgrove said that the work of 
his committee on economic problems 
of the industry would be correlated 
with that of the technical planning 
agency now being organized by the 
RMA and the Institute of Radio Engi- 
neers. 

“Through the organization of sub- 
committees or panels, the committee 
will deal with such subjects as: liaison 
planning with government and indus- 
try agencies; reconversion to civilian 
production; public relations; includ- 
ing promotion and advertising; distri- 
bution problems; war contract termi- 
nation; war inventory disposal; prob- 
lems in connection with government 
plants; re-employment and labor rela- 
tions; market analysis and research; 
patents and licensing; and export mar- 
kets,” Mr. Cosgrove said. 

The committee expects to co-operate 
fully with government and industry 
agencies and organizations, he added. 


Other Committee Members 


Other members of the RMA com- 
mittee on post-war planning include: 
W. R. G. Baker, vice-president, Gen- 


R. C. COSGROVE, vice president and 
general manager, Manufacturing Division, 
The Crosley Corp. 
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eral Electric Co.; M. F. Balcom, 
president, Sylvania Electric Pro 
























Co., Inc.; John Ballantyne, presdqupot the 
Philco Corp.; H. C. Bonfig, vice-gqpmuch bef 
dent, RCA Victor; Walter Eyggeat, but 
vice-president, Westinghouse Elegmp/4? for 
& Manufacturing Co.; A. H. Ganigmrical ap 
president, Colonial Radio Corp.; pelicve 4 
lie F. Muter, president, The Mageest wil 
Co.; J. J. Nance, vice-president, Mae and 
ith Radio Corp.; E. A. Niciggplce it 
president, Farnsworth Television op 
Radio Corp.; Ross D. Siragusa, pr il gre 
dent, Continental Radio and Televi oe eet 
Corp.; Ray F. Sparrow, vice p are: fe 
dent, P. R. Mallory & Co.; and AMB4 pro 
Wells, president, Wells-Gardne sf lowe 
Co. ; 

Mr. Cosgrove is also serving oa 
chairman of the set division of ihe supp 


RMA, and he was named a vice+p 
dent of the association at the a 
meeting in June. 
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War to Pep Up 
Radio Service 















Everyone who has seen the arty 
potential radio men hep-hep-he 
along in front of the Stevens 5 
Chicago, or the Traymore in Ath 
City, is amazed at the size of thea 
of servicemen being drilled in 
science. 

Mass production is going to see # 
ice data of a far more elaborate mat 
compiled and distributed by mani 
turers, according to Frank Sm 
Zenith Radio Corporation service 
ager. In the training of thousanés 
technicians overnight it has 
necessary to have crystal clear if 
mation and instructions. 

Equipment too, will be better. As 
example, take test oscillators, he § 
Here you will find crystal controls 
short time ago crystals were scarce 













































expensive but advance manufa hum proce 
methods have changed the DIC do. 
completely. ve ! 














HL. Ashworth, business manager 
the Wisconsin Radio, Refrigeration 
j Appliance Association, has had 
interesting responses to an ap- 
| for some constructive thinking 
, the subject of post-war planning in 

electrical appliance business, ac- 
ding to a recent issue of the bul- 
in of that association. Of unusual 
terest is the contribution by Frank 
Coffin, vice-president of the Wis- 
insin Electric Power Co., which was 
sroduced in the last issue of the 
sociation bulletin. 


Mr. Coffin's Letter 


Mr, Coffin’s response was as fol- 
pws: 

“I read your bulletin of August 6 
ith a great deal of interest and I 
gree fully with your suggestions 
nat the merchandising forces of the 
Nectrical industry ought to be giving 
rious thought to post-war condi- 
fons, doing any post-war planning 
hey can at this time and getting 
eady to take any constructive action 
hat will appear to be feasible as 
ar conditions begin to pass over. 
“Undoubtedly, there will be much 
vider electric retailing opportunities 
ter the war than before. New 
iquipment will be brought out and 
ormer lines of equipment will un- 
uestionably be improved, probably 
ot the first year and maybe not 
nuch before the end of the second 
ear, but I think it is reasonable to 
lan for substantial changes in elec- 
rical appliances and equipment. I 
believe a great deal of pre-war equip- 
ment will soon prove to be out of 
fate and customers will want to re- 
place it. The war has brought about 
n interest in food, such as we have 




















Icom, ¥ 
> Prog 


er E 
e Ele 


Orp.; 
‘he } 
dent, 





fay hever seen before, and I believe this 
Teles ill greatly broaden the future field 
ice mm lor electric refrigeration. I believe 
and Ampnore food is going to be preserved 
rid d probably transported by means 

of lower temperature refrigeration. 
oil I doubt if the kitchen refrigerator 
ay for the current supply of foods will 
cai be supplanted, but I think a lower 
a temperature refrigerator will be re- 


quired somewhere in the home in the 
ity or on the farm. 

“When the war is over, women war 
workers will probably go back home 
in large numbers, but the old-fash- 
ioned, low-paid, domestic help of the 
past may go out of the picture. In 
any event, women who have worked 
in war plants will have been subjected 
to good lighting, modern equipment, 
and electric processes of all kinds. 
They will have learned to do things 
faster and more conveniently, and it 
Seems to me this will make them 
want better-equipped and more con- 
venient kitchens and laundries in the 
home, 













Adequate Wiring 


Smif... think all branches of the elec- 
cone ("Cal industry have been impressed 
an with the need of more adequate wir- 
ing, not only in homes, but in com- 
mercial institutions and industrial in- 
stitutions. If our industry could get 
together on the most effective way of 
getting adequate wiring in both new 
and old establishments, it would do 
a8 much to advance the sale and use 
of electric appliances, equipment, and 
_——- as anything else we could 


“I assume that practically all manu- 


r in 
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ank Coffin of Milwaukee 
n Post-War Business 


facturers of electric equipment before 
the war will be in the picture when 
the war is over. There are many 
rumors that a number of large war 
industries are going to produce elec- 
tric equipment after the war. How 
this equipment will be distributed, 
merchandised, and serviced is a vital 
problem for your group and for the 
electrical manufacturers, distributors, 
and wholesalers to be working on 
from now until the war is over and 
a‘‘ual production and _ distribution 
starts. The large manufacturers of 
the country no doubt are taking a 
broad view of this subject, and I think 
anyone concerned should take the 
broadest possible view of it. The 
broad, cooperative movement in this 
country gives a great deal to think 
about. The growth of mail order 
houses gives us much to think about. 
The proclaimers of production for use 
only and those economists who 
strongly criticize the inefficiency and 
high cost of distribution in this coun- 
try give us some angles to think about. 

“If when the war ends all present 
electric manufacturers and all new 
ones start in to produce competitively 
all of the electrical appliances and 
equipment they can and then go out to 
organize the markets competitively, 
as they have done in the past, it is 
difficult to see how we are going to 
avoid the curbstone dealer develop- 
ment that we are so familiar with from 
past experience. 


New Equipment 


“There are those who, apparently, 
would like to do away with trade 
names, but if that is done it looks like 
our whole production and distribution 
picture would be upset. Undoubtedly, 
many new processes and kinds of 
equipment will be developed after the 
war which will have to have a god- 
father until they can stand on their 
own feet, and it is a question as to how 
this will be handled. Electric utilities, 
in the past, have carried a substantial 
part of this load. There is some ques- 
tion, however, as to whether or not 
they can carry relatively as much of 
it in the future. Maybe too much ef- 
fort and money was spent in the past 
in advertising and in promotional cir- 
culars, I do not know. We all went 
through several years of advertising 
and tried to sell gadgets. The cigaret 
lighter on an electric range sounded 
like a swell idea to some promotional 
experts, but the clean-up squad later 
found some women entirely dissatisfied 
with their electric ranges because the 
cigaret lighter was out of order. A 
clock for kitchen timekeeping purposes 
on an electric range is another delu- 
sion. A great deal of servicing of 
electric ranges has been found to be 
caused by these clocks stopping or 
getting out of order when there was 
nothing the matter with the range as 
a cooking device. The use of old- 
fashioned horse sense has always been 
a great asset in any business enter- 
prise. 

“Many government, wartime regu- 
lations of business may continue after 
the war. Some of them may be help- 
ful to business, but oldtimers can 
hardly help feel that very many regu- 
latory measures will restrict retail 
business expansion. It has been the 
practice in past years that when an 
industry encounters some difficulties 
it does not seem to be able to handle, 
it asks for legislation. If the legisla- 
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We're Telling 4'/: Million 
Women About You! 


aM SW) 


wise 


Lh & 


Every month ... in the Ladies’ 
Home Journal... we are remind- 
ing 4%, million women that post- 
war Ironrite dealers will have the 
finest ironer ever built! 


Requests are pouring in from women everywhere, 
asking for free copies of the Ironrite Book, and all in- 
quiries are being acknowledged and carefully preserved 
for dealer follow-up as soon as Ironrite production is 
resumed. 

lronrite . . . already a leading name in the ironer 
industry . . . will be even better known when the war’s 
over! The Ironrite Franchise will be more valuable and 
profitable than ever! 

Keep your eyes on this Ladies’ Home Journal Ironrite 
Campaign. It’s your guarantee of an outstanding post- 
war appliance sales opportunity! 


The Ironrite lroner Company 


38 Piquette Ave. . Detroit, Michigan 


Keep Your Eyes On 


Ixe)alal te 


The World’s Finest Ironer 
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LEAKY HOT WATER 
FAUCETS WASTE 
PRECIOUS FUEL 
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in the present fuel rgency it is the 
duty of every citizen to conserve fuel 
by all means possible. A leak of only 


a few drops a minut¢¥rom a hot water 






faucet can amount everal hundred 







gallons over a period of a month— 






a waste of both wafer and the fuel 
used to heat it. 


To illustrate this fdct we have de- 

















































signed and used what is known as the 
Clark 'Drip-Meter”. 
faucet, it will indic 


Id under a leaky 
in 30 seconds 
the total loss over aWhirty day period 
in both gallons of hotsjwater and KWH. 
We have on hand @ limited quantity 
h we shall be 


t charge to re- 


sponsible parties wh@ will use them to 
carry this message }: conservation 


of “Drip-Meters”’ 
glad to supply with 


to the public. Pleas@ fequest them on 


your company letterhead. 
P.S. No, we are t making Clark 

heaters now — we fre too busy on 

War Production. B 

over we shall be glad to supply your 


hen the war is 


water heater needs $gain. 


McGRAW ELECTRIC COMPANY 


CLARK WATER HBATER DIVISION 
5201 West 65th Stree}, Chicago, Illinois 


CLARK 
T DRIPMETER 
“ shows in 
30 seconds 
total loss in 
KWH and 
gallons per 
month. 


BUY 
WAR 
BONDS! 


TOASTMASTER 
Product 


WATER HEATERS 
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tion would do exactly what the in- 
dustry had in mind originally, it might 
serve a useful purpose, but frequently 
it overflows and brings about new 
problems which are as unsatisfactory 
as the original problem.” 


Utility Campaign 
Welcomes Newcomers 


With so many newcomers, from 
workers to executives, attracted to the 
Pacific Coast by war production ac- 
tivities, the power companies have 
found themselves swamped by ques- 
tions from those who are not familiar 
with local rates or procedures. Fam- 
ilies who may not have changed their 
residence before for some time do not 
always understand why extensions for 
service cannot be made, why appli- 
ances are difficult to obtain, why the 
serviceman and repairman are delayed 
in answering calls, 


Welcome Hand 


The Washington Water Power 
Company believes that the war is no 
excuse for relaxing the proverbial 
western standard of hospitality and 
has set out to help civilian morale by 
doing what it can to be courteous to 
the strangers in Spokane. Starting in 
April it inaugurated an organized 
program to extend a welcoming hand 
to all new customers. Neighborhood 
representatives of the power company 
make it a point where possible to call 
at the new home with a copy of an 
informative booklet entitled “Now 
That You Live Here.” Where a per- 
sonal call is not possible, the booklet 
is mailed. At the same time, radio 
spot announcements are used to give 
a message of welcome. The subject 
matter of newspaper advertising run 
during this period has been devoted 
to testimonials from newcomers. 

The company has found little diffi- 
culty in securing such tributes from 
customers who are experiencing the 
low rates prevalent in this territory 
for the first time. (The average resi- 
dential rate on Washington Water 
Power lines is 1.6¢ per kilowatt hour, 


ranking among the lowest in the ccun- 
try. Customers allow themselves to 
be photographed with their electrical 
equipment, voluntarily contributing 
such statements for publication as 
the following: “I’d never cooked elec- 
trically before and expected a simply 
huge electric bill. But I am amazed 
and thrilled that Washington Water 
Power electric service is so cheap!” 
Or “Your prompt service and low 
rates are a revelation.” 

The booklet has been prepared with 
due consideration for wartime econ- 
omies. Colored stock eliminated the 
necessity for two-color runs. Start- 
ing with a message of greeting from 
the president of the power. company 
and followed by a brief outline of the 
scenic beauties and industrial develop- 
ment of the “Inland Empire,” the 
booklet goes on to brief the history of 
the company and its present setup, 
with a statement of the utility’s war 
program. There follow practical hints 
for electric service and the suggestion 
that war bonds purchased today lay 
the foundation for the dream kitchen 
of the future. Included also are sug- 
gestions for scenic trips in the vicinity 
of Spokane and a map of the street 
railway system. 


G-E Opens Albany 
A-C Service Center 


General Electric Co. has established 
a new Air Conditioning Service Cen- 
ter at 25 Western Ave., Albany, N. Y., 
to handle the servicing of GE air 
conditioning and oil heating equip- 
ment it has been announced by C. M. 
Wilson, district manager of the GE 


Appliance & Merchandise Depart- 
ment. 
Westover-Wolfe Inc., 170 Wash- 


ington Ave., Albany, who formerly 
had responsibility for both sales and 
service of GE air conditioning and 
oil heating will continue as a dealer 
for these products in metropolitan 
Albany. 

Albany’s new GE Air Conditioning 
Service Center is under the manage- 
ment of Robert H. Dines, who for the 
past ten years has been affiliated 
with Westover-Wolfe. 





“WHO YOU TRYIN’ TO KID, YOUNG FELLAR?—WE GOT A WASHING MACHINE AND 


THEY DON'T LOOK LIKE THAT!" 


@ When Happy Days » 
here again, Everhot use, 
will find more satisfactio, 
than ever before in the us 
of Everhot appliances 
fined and further perfect; 
through intensive produ 
research now being a 
gressively carried on by 
Everhot engineers. 
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THE SWARTZBAUGI 
MANUFACTURING CO., TOLEDO, ( 

_ FOUNDED IN 1884 
ROASTERS ~ APPLIANCE 



























intense 


Give ‘em what they 
want — a practical 
SMALL size vacuum 
coffee brewer that 
will make 2, 3 or 4 
cups of tastilatin' cof- 
fee. It's the right 
size, at the right 
price, with the right 
profits! Here's a wal- 
lopin' bargain timed 





and a long list of o 
national publications. 
PLUS the Americon 
) eer mi in 20 we 
unday newspapers. 
your jobber— TODAY! 
HILL-SHAW CO. 
Chicago 
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right for bumper Fall sales. Get a taste 
of some REAL business with America's Exclu: 
newest brewer sensation, the — KOL 
2-3-4 cuP vou 
The KC 
Heat | 
by leng 
fire ty 
and in. 
ing re 
NATIONALLY ADVERTISED som 
We tell ‘em, you sell ‘em! VACULATOR cae 
ads will appear in LIFE, Saturday Eve 
ning POST, Ladies’ Home JOURNAL, fy Peratuz 
Woman's Home COMPANION, The} both « 
. AMERICAN Magazine, positiv. 
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OL-GAS$S 


The NEW-TYPE 
SELF-FEED HEATER 
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The HOTTEST 
ALES OPPORTUNITY 
in the NATION 


KOL-GAS is the amazingly ad- 
vanced heater of the self-feed 
type—the "“two-in-one" heater 
that delivers both radiant and cir- 
culating heat—the heater that 
makes coal heating convenient as 
well as economical. Its fuel maga- 
tine holds 100 Ibs of coal. The coal 
is coked and then burns with an 
intense heat, practically without 
smoke, soot or clinkers. Saves work, 
fuel and money. 


Coal heating and fuel saving are 
now in popular demand to help 
the nation in its war effort. 
Kol-Gas offers you an opportunity 
to meet the needs of your com- 
munity. Write the nearest 
KOL-GAS Distributor today or 
address Dept. E.M. 





lite travel 
and increas- 
ing radiating 
Suricce, sends additional heat into the 
building, thereby preventing excessive 
heat from reaching the flue. Tests prove 
that this construction lowers flue tem- 
Perature and adds to safety. Air intakes, 
both above and below the fire, insure 
Positive heat control. 


The Exclusive Heat Booster 
Tra KOL-GAS Into a 
Combination Radiant and 
Circulator Type Heater 








OL-GAS HEATER CO. 


States Bldg. Nashville, Tenn. 








Canadian Dealers 
Analyze Position 


Canadian electrical appliance dealers 
have been making a study of the 
future trends of the business, ac- 
cording to Fred R. Cavers, president 
of the Electrical Appliance Dealers 
Association of that country, and a 
provisional committee, set up by the 
association, have formulated a tenta- 
tive program for submission to the 
Wartime Prices and Trade Board. 


Committee's Recommendations 


A summary of the committee’s 
general recommendations include the 
following : 

1. Appliances now in use in Ca- 
nadian homes are an essential factor 
in the national economy. 

2. An effective retail distribution 
system in electrical appliances is a 
post-war necessity. 

3. Factual information should be 
developed that would include such 
statistics as the number of washers 
now in use in Canadian homes, an 
estimate of probable breakdowns in 
the next 12 months, the burden com- 
mercial laundries are carrying, the 
number of man-hours needed to serv- 
ice breakdowns, the need for “stand- 
ard” models of radios and washers, 
the number of refrigerators in use 
and the service required to maintain 
them, and a general survey of appli- 
ance dealers to ascertain how they 
might best be geared into the war 
economy. 

At the association meeting, the 
recommendations were submitted and 
it was decided that briefs covering 
the points be presented to the War- 
time prices and Trade _ Board. 
The meeting of dealers, incidentally, 
brought about the agreement that 
the Ontario Association be considered 
the nucleus of a National Retail Elec- 
trical Appliance Dealers Association. 


2'/2% of War Plants 
Got Army-Navy "E" 


A total of 1,910 plants and projects 
have been granted the Army-Navy 
“E” for excellence in production of 
war materials, it was announced on 
the first anniversary of the presen- 
tation of the Army-Navy Production 
Awards. 

No official compilation has been 
made of the total number of plants in 
this country, both prime and sub-con- 
tractors, producing war materials for 
the United States and other Allied 
Nations. On the basis of several 
statistical reports, however, it is esti- 
mated that less than 2% per cent of 
the eligible plants have received the 
award to date. Stringent eligibility 
requirements account for the relatively 
small number of plants receiving the 
honor in comparison with the great 
number working on war contracts. 

Of the 1,910 plants which have re- 
ceived the “E”, 1,188 were nominated 
by the Army and 722 by the Navy. 
A total of 1,598 companies were rep- 
resented, 1,042 manufacturing prod- 
ucts primarily for the Army, and 
556 for the Navy. The Army awards 
cover a period of approximately one 
year. The Navy awards extend over 
a two-year period and include the 
Navy “E” which was superseded a 
year ago by the joint Army-Navy 
Production Award. 
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You've never seen it before, because it's for a house Y 
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Uy that won't be built until “V-Day”. But when that day 

Ye comes you can bet the truly American insistence on Y 
UY, something better” will be satisfied on many counts. 

GY Victor's business is ventilation, and our promise is that Y 
Y oe never again will a new home owner have to depend JER 
U ohhh on draft-making windows to keep air sweet and fresh. be MO 


At the flip of a switch, cooking fumes and stale air 
will be gone. 





For the amusing but accurate picture of post-war 
ventilation, write for your free copy 
of the booklet, “You'll Do It 26 
Thousand Times Today.” Address 
Dept. IB-537. 


Building for Uncle Sam 
today so that we can build 
for you tomorrow. 














VICTOR ELECTRIC PRODUCTS, Inc. 


2958 Robertson Rd. Cincinnati, Qhio 








Speed the Victory—Buy Another Bond, Today! 








Look ahead... 
Look to SPERTI 


Your customers expect many 
revolutionary developments and 


products to come out of the war... 


That's why you'll want to look to 
Sperti as you look ahead... 


In sun lamps, electronics, radio, and 






new developments, Sperti products 
will be based on the findings of world- 
famous laboratories dedicated 
scientific research. 


to pure 


Products so born would just naturally 
be among the most satisfying as well 
as the most profitable you could sell. 


Of DEVELOPMENT, MANUFACTURING - 


CINCINNATI, OHIO 
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Parts, Service 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplay ads. 





WHERE TO BUY 
& Accessories 


$12.60 per inch per insertion. Contract 


DISPLAYED RATE: 


rate on request. (An advertising inch 
is measured vertically %” on one col- 
umn. There are 4 columns—48 inches 
to a page.) 














WASHING MACHINE REPLACEMENT PARTS 
We Have a PARTS JOBBER Near You. 


Address on request. 


The FRANTZ MANUFACTURING @ 


WALTER A. FRANTZ 


1251 DUEBER AVE.SW. 


CANTON. OHIO 





Vibrator Supply for FARM RADIOS 


\ 

MODEL “Y"’. Adapts any standard 1%-volt Farm 
Radio for 6-volt Storage Battery operation. Low 
drain. No radio changes. Guaranteed. Weight, 4 
lbs Complete (wholesale)—$6.95 

MODEL “2. Adapts 4, 5 or 6t 2-volt yoases 
for 6-volt operation. a oe (wholesale) 7-9 
BARGAIN BULLETIN on request—on radio a 
electrical parts 2 shipment. Large stock. 


McGEE RADIO & ELECTRIC CO. 





WANTED 


JOBBING SETUP 


By Old Established Firm With Good 
Dealer Clientele—Cash Basis. 
REFRIGERATOR PARTS 
WASHER PARTS 
CLEANER PARTS — 


Anything ted with appli 
Will Buy Surplus or Job Lots of Saleable New Parts 


Write W-625, Electrical Merchandising 
330 W. 42nd St., New York 18, N. ¥ 














R-1225 McGee St., Kansas City, Mo. 
Our 


Catalog of s 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2722 W. Division St. Chicago, Ill. 








SPECIALTIES 





Vv 


Electric Mangle Roll Pads and Covers 
acuum Cleaner Bags, Ironing Board Pads 


and covers, washer and ironer covers, Ohio 


Textile 


Specialty Co., W. 54th, Cleveland, O. 





New Advertisements 


Received by the 30th of the month to ap- 
pear in the issue out of the following month 
subject to space limitations. 











SEARCHLIGHT SECTION 














@ Idle and surplus inven- 
tories of refrigeration parts 
can now be put to essential 
use in helping to maintain 
the nation’s huge investment 
in refrigeration. 

We buy outright for cash, 
usable parts for distribution 
to over 20,000 refrigeration 
Let 
us put your idle inventories 


service-men customers. 


to good use—you will then 
be helping conserve 
and precious materials. 


scarce 


The Harry Alter Co. 


1728 So. Michigan Ave 


Cricegs. ! es 





CLOSEOUT 
1,000 FAN DUTY MOTORS 


Black & Decker 
Robbins & Myers 


H. U. MANN 


540 Lake Shore Drive CHICAGO 











Electrical Public Relations 
Advertising Executive 
Available 


Now Public Relations and Promotion Counsel to 
two important electrical associations. For ten years 
Advertising Promotion Manager electrical manufac- 
turer, Creates plans that sell now or for the post- 
war period. Good organizer. Initiated war-time 
advertising and war plant conservation, employee 
training incentive production plans for employer. 
Familiar all markets as sales manager. Effective 
placing publicity. Good post-war ideas. Salary sub- 
stantial. Employed. 44. 


PW -623, 
330 W 


Electrical Merchandising 
42nd St., New York 18, N. Y. 








REPRESENTATIVE AVAILABLE 





MANUFACTURERS’ AGENT covering Wash- 


ington, Oregon, Idaho wishes to take on 


new lines. Now calling on wholesale and re- 


tail trade, 


Army and Navy. Covering priority 


and non-priority accounts. Can give your line 
good representation in this territory on com- 


mission basis. 
Terminal Bidg., 


Write William Haas & Co., 
Seattle, Wash. 














Please mention 
Electrical Merchandising 








WANTED 





BENDIX WASHERS any quantity, age or 


Fre 


condition. Gregg Radio 


mont, Ohio. 


& Appliance Co., 
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MORE HEA? 
LESS COAL 


(1) It is necessary fo tee 
save coal—for our wer pa 
armed forces. (2) Comfortable tout 
are necessary for 
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We are justly proud of the 


WARM-AIRE HEATER 


Victory Model V-618 
with exclusive Air-Jet Carburetioy 


‘ eh NS 


td 


FURNACE & FOUNDRY (( 


Olest Stove an 3 
2007 PORTLAND AVE., LOUISVILLE, OF. 


Marketed Through Leading Distributors — Excesiny )) 








How to save time 
by doing 
more reading 


That is a_ profitable 
paradox for you 
More true today than 
perhaps ever before. 
For here in the pages 
of this publication are 
packed many helpful 
ideas . . . considerable 
useful information. 
Much of it, in fact, 
available from no 
other source. 


And we most eft 
phatically mean both 
the editorial and the 
advertising pages. 




















Tl oul for Violory. ee 
to Speed the Day of 
“Unconditional Surrender’ 


. NOBLITT-SPARKS INDUSTRIES, INC. 
ig Columbus, Indiana 
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ARVIN 


HOT WATER CAR HEATERS 


HOME AND CAR RADIOS 


BATHROOM ELECTRIC HEATERS 


METAL FURNITURE 
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Aviation—A Progress Report 


The Lessons of War Become the Key to a Richer Peace 
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unisIA, PANTELLERIA, SiciLy — stepping 
= stones to momentous events! But that is 
T= all. For they spell out across the blue 
waters of the Mediterranean a pattern of 
invasion that has progressed far since last 
summer's first major Commando operation 
against the French coast. 
From Dieppe, you remember, too many of 
the raiders never got back. But in Tunisia, and 
on through Sicily, the Allied might plowed 
inexorably forward, winning objective after ob- 
jective at a surprisingly low cost in casualties. 
Air supremacy over the battlefield? Yes. But 
we have learned, too, how to save lives and 
shorten the war by strategic air bombardment 
as a prelude to invasion. 

Thus the bombardment plane—rarely seen 
by the doughboys on the fighting fronts—is 
destined to save their lives by hundreds of 
ousands in the decisive attacks that are to 
ome. This fact is confirmed by the cold cal- 
ulations of the responsible strategists. It will 
five renewed courage and confidence to every 
member of the armed forces and of the home 
fronts throughout the United States. 

For instance: thorough strategic bombard- 
ment of an objective reduces by nearly fifty 
per cent the surface forces required for inva- 
sion. Anticipated losses are reduced from more 
than fifty per cent of the original ground force 
to about twenty per cent. Precision bombard- 
ment—as used on railroad objectives in Rome— 
reduces this percentage of loss still further 
when it is followed by offensive action on 
the ground. 

The inference is clear. Effective prosecution 
of the war will require smaller ground combat 
forces and much larger air forces than some 
of our strategists once thought. 






















at! 
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mounting fleets of aircraft. And, fortunately, 
this is just what we are getting. The American 
aircraft industry now is producing as many air- 
planes as all the rest of the world combined. 
In 1938 we made 100 planes a month. Now 
we make three times that many in a single 
working day. By the end of 1943, our produc- 
tion rate will be about 10,000 a month. 

But at this stage of the war, types of planes 
alé more important than mere numbers. In the 
tatly months the program was heavy, and prop- 
tly so, with single-engine trainers. Then, as 
maining planes accumulated, the emphasis 
mitted to heavier types. Now we are turning 
but multi-engined bombers at a rate that is the 
mvy of the entire world. Some months ago 
ihe President revealed that we were manufac- 
uring 500 long-range bombers every month. 
Hhe figure was conservative even then. And 
2n we shall be producing planes of this one 
ype at a rate adequate to replace the normal 


or raeeaSk &s5 & 
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Our most urgent need, then, is for ever- . 


losses of a fleet of at least 1000 American heavy 
bombers operating as continuously as the 
weather. will permit. 

A glimpse of the poundage, production may 
help us still further to evaluate the miraculous 
achievements of the aviation industry as a 
whole. It was 89,000,000 in 1941 ...291,000,000 
in 1942...911,000,000 in 1943...and 1,417,- 
000,000 in 1944—if we need it. There you have 
the magnificent record of the American aircraft 
manufacturing industry—a monument to the 
cooperation of industy, labor, government, and 
to all-out teamwork between the aviation in- 
dustry and those other industries which have 
converted their facilities to the manufacture of 
airplanes. 

What of our enemies and our Allies? 

German production probably has flattened 
out at 2500 a month—with downward revision 
in immediate prospect. Japan may be able to 
produce as many as 1000 planes a month—until 
we get our new long-range super-bombers in 
sufficient numbers to whittle down that figure. 
Italy may be able to turn out her 500 a month 
—for a little longer. At best the maximum Axis 
monthly total is 4000. 

Add to our monthly score of nearly 8000, a 
total of approximately 4000 for Britain, Canada 
and Russia, and the United Nations score 
comes to 12,000 monthly. There we have a three 
to one advantage for our side. And between 
our own rising production and the brilliant 
operations of our bomber commands we should 
soon boost the ratio well above that figure. 
Therein lies the certainty of continued and 
growing air superiority over all the far-flung 
battlefields. 

The critics of American airplane quality have 
been silenced ever since the ratio of enemy 
combat losses to our own on bombardment 
missions surpassed four to one. In the Pacific 
where our heavily armed and armored planes 
are knocking off the desperately stripped rac- 
ing craft of the Nipponese, enemy losses often 
run as high as eight to one or more. In the 
Mediterranean theater, where the Italians were 
abandoned by their Allies, the story is much 
the same. Only in the well-defended homeland 





This is the fifteenth of a series of edito- 
rials appearing monthly in all McGraw- 
Hili publications, reaching more than 
one and one-half million readers. They 
are dedicated to the purpose of telling 
the part that each industry is playing in 
the war effort and of informing the pub- 
lic on the magnificent war-production 
accomplishments of America’s industries. 
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of the Nazis do we sometimes drop below the 
average, but even in those rare instances the 
ratio is still well in our favor and the effective- 
ness of our bombardment is adding constantly 


to our margin. 
* * a 


Behind the production lines the battle of 
research and design still rages. In many a lab- 
oratory night-shift, on many a secret test field, 
new and terrible surprises for the enemy are 
in the making. Super-bombers, destined for 
Tokyo, have long since passed out of the design 
stage and the Japanese may learn about them 
almost any day. New discoveries, designed to 
sow swift and silent devastation, are farther 
along than our enemies believe. No longer will 
fog or storm or night be permitted to fight 
on the side of our foes. 

The men of science who are toiling to 
broaden the horizon of our knowledge stand 
today on the threshold of discoveries that have 
been sought for centuries. New reservoirs of 
power may soon exert a profound influence in 
many fields of technology and through them 
on our way of life. 

Once the war is won these new discoveries 
will be translated into better living. No longer 
will countless thousands spend their lives with- 
in their own communities or countries. New 
efficiencies in transportation will bring world 
travel within the reach of many who once had 
to stay at home. New family vehicles will navi- 
gate the skyways as easily and safely as the 
highways. Already more than a dozen manu- 
facturers of airplanes, ships, automobiles, and 
electrical equipment are designing, building, or 
flying rotary-winged aircraft such as the heli- 
copter or autogyro to meet the needs of to- 
morrow’s families. New and safer aircraft of 
the fixed-wing type are ready for production 
as soon as materials become available. 

The quality that now makes each of our war 


_ planes worth so many of those built by our 


enemies will be translated into the sturdy re- 
liability demanded by peacetime operation. The 
devices that seek out and find our enemies be- 
hind the veil of fog or darkness will, after the 
war, reduce weather hazards to the point where 
they will be no greater in the air than on the 
ground. 

Science and industry will continue to do 
their jobs and do them well. But if the world 
is to be made a better place for men to live 
in, statesmanship must not fail to do its part. 


President, McGraw-Hill Publishing Company, Inc. 
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LETTERS 





Range Figures Challenged 


To the Editor 
The article on “Civilian Need for 









































































\ugust, 1943 issue of ELectricaL 
MERCHANDISING has been drawn to my 
attention because of the paragraph 
attributed to Mr. George Hughes. This 
paragraph compares the need of crit- 


ical materials in what he calls, straight 


homes. 

The estimates which Mr. Hughes 
has made do not lead to the same con- 
clusions which were arrived at in a 
similar study undertaken by the Com- 
mittee on Critical Materials for War 
Housing, of the American Gas Asso- 
ciation, of which I have the privilege 
of being Chairman. As you undoubted- 
ly know, the membership of the Amer- 
ican Gas Association includes a sub- 
stantial number of combination gas 
and electric companies from among 
which the majority of utility company 
representatives on this Committee 
were chosen. The findings, reached 
after considerable study, do not agree 
to those credited to Mr. Hughes in 
your article. 

The use of gas for cooking and 
water heating (and space heating in 
those areas where it is available) saves 
substantial amounts of critical mate- 
rials. In various housing schemes the 
comparable layouts using gas for 
cooking and water heating and coal 
for space heating or electricity for 
cooking and water heating and coal 
for space heating have almost identical 

, Weights, but the distribution of that 
weight among the various metals and 
other materials is not the same. Nearly 
twice the amount of copper and copper 
alloys, rubber and 50% more than 
other critical materials are required in 
the layout using electricity for cooking 
and water heating. In another compari- 
son where coal is used for both water 
heating and house heating and elec- 
tricity or gas are used for cooking, 
there is a saving in total weight by 
the use of electric ranges, but as in a 
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Electric Ranges” appearing in the 


electric and combination gas-electric 


previous case, the saving is offset by 
the way in which the materials, other 
than cast iron and steel are distributed. 

It was also pointed out by the Com- 
mittee that the figures published by Mr. 
Hughes were predicated on the use 0: 
special electric ranges connected by a 
unique system of wiring. Such an elec- 
tric range does not have the same 
cooking capacity and speed which 
standard electric ranges possess, 
whereas the gas appliances to which 
they were compared although, Victory 
models nevertheless had full capacity. 

When gas for house heating was 
permissible the total weights, that is 
the weight of iron and steel plus the 
weight of more critical metals, be- 
came substantially less than the re- 
quirements of a house using electricity 
for cooking and water heating and 
coal for house heating. 

The comparison of equipment purely 
on a weight basis ignoring the over- 
all economy is undoubtedly a legiti- 
mate war-time expedient. Yet even 
such measures must be most carefully 
studied because it is the over-all effect 
on the war economy that counts and 
10ot the apparent comparison between 
one item and another. The Committee 
believes that Mr. Hughes’ conclusions 
are seriously in error and that there 
would be substantial increases in the 
amounts of various critical materials 
required by the use of electric ranges, 
more than off-setting in savings in 
the iron and steel resulting from the 
omission of gas mains. Furthermore, 
Mr. Hughes’ basis for comparison, 
narrowed down to the gas and electric 
ranges alone, leads to erroneous con- 
clusions. 

C. GeorGe SEGLER, Chairman Com- 
mittee on Critical Mate rials for War 
Housing. 

American Gas Association, 


New York, N. ¥ 


Mixers Help Stretch Rations 
WNERSHIP of mixers and 


other appliances permit house- 
holders to exercise some slick tricks 
in stretching their rationed foods, 
Kathleen Robertson of McCalls mag- 
azine, declares. 

To most families cake isn’t cake 
without frosting. A mixer can quickly 
whip up a sugarless frosting made 
with syrup. Butter can be extended 
by adding milk and salt and beating 
at high speed until well blended. 

\ toaster will freshen stale cake 
and a waffle iron can play an im- 
portant part in saving shortening, 
eggs and sugar. 
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the appliance trade can do to obtain deferment of vital employees, 


Servicing Thor Washing Machines.......-..-.-----.... 4 
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Tim Lyons of Decatur, Alabama, took a war iob ia turned the shop 
over to his wife—with some surprising results. 


We Have Learned How To Make A Business Out 
ok Services By Davtd Wener....... 0-0 sn se ccccccccsecececeserns 12 


How war taught David Urner to take appliance service out of the 
liability class and make it a paying business. 


Servicing Chromalox Range Units.......-..----.-....5: 2 
Cash In on Cafeteria Record Selling 8y Tom F. Blackburn 8 
Help-yourself-department permits customers to brouse, and are free 

of the evils old timers feared. 
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Assembly BMS eS Clete: ibis Sida 8B 


Utah Revives the Old Indian Trading Post 
By Clotilde Grunsky.. 29 


Designed to bring old electric appliances out of hiding to help out 
in the shortage. 
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Bullock Radio Service,: Tuscumbia, Alabama, assumes pening 
for radio and appliance repair for the entire community. 


| EPR E Maer ee Ys hh Peel in aa RRS eee fee 
OEE PR eth Pty BARR Fiery are reefer er. ee 43 
Aviation—A Progress Report By J. H. McGraw, Jr...... 1 


TESTED 


soe peere me iy “» 


ere 


Pe 
READERSHNY 





SEPTEMBER, 1943—ELECTRICAL MERCHANDISIN 


4 











Cheer up, sir! Uncle Sam has taken steps to 
provide for your sole! 

High priorities are now provided by WPB for 
small motors to drive shoe repair machinery. 
This conserves leather . . . makes your shoe 


coupons go further. 


Kawa = 22Ee@QQ 


In co-operation with this policy, Westinghouse, 
by simplifying and reducing the number of 
ratings manufactured, is making available thou- 
sands of small motors for essential home require- 
ments. Motors for shoe-soling machines are just 
one example. Others include small motors for 
milking machines, stokers, portable power tools, 
pumps and fans for heating and ventilating. 


( 





“Dear Uncle Sam: 


At : 
| "West 


What mn 
Ido now? 


Although the fighting front continues to de- 
mand most of the greatly enlarged facilities of 
the Westinghouse Small Motors plant, small | 
motors are now available for vital, home front 
use. So for motors on any front—war or home— 


consult Westinghouse. J-03192 


The Auto-Soler, an automatic soling and heeling , 
machine, helps meet the expanded demand for shoe* 
repair. To drive it, Westinghouse is supplying a type 
FH split-phase motor—(4 horsepower). 





house 


PLANTS IN 25 CITIES... OFFICES EVERYWHERE 


small motors 


FOR ESSENTIAL NEEDS ON BOTH WAR FRONT AND HOME FRONT 











ANOTHER EXAMPLE OF KELVINATOR’S 
RETAIL-MINDED ACTION IN WARTIME. 








New Wartime idea 
Provides Monthly Consumer Contac 
or Kelvinator Retailers 


Best Ideas of Leading Home Economists 
Are Available Monthly to Nation’s 
Homemakers through New Kelvinator 

Service Booklet, “Helps for Homemakers” 


teat 


“Helps for Homemakers,” 


Kelvinator’s attractive new booklet, is 5Y2" x 8" 


in size, suitable for over-counter distribution or, when folded, for mailing. 





SCRAP IS 
POWER 


Cooperate With Your Industry! 
All Inoperative Parts Contain: 
ical Materials . . . Put 

Scrap Back Into The Scrap 





‘Achange Prograt 





The winners are in for this month’s 
Kelvinator ‘“‘Wartime Idea Exchange” 
Project and the list includes home 
economists from coast to coast. An 
Editor of a national women’s maga- 
zine, a Home Economist of a famous 
school of cookery, University Home 
Economics professors, County Home 
Demonstration Agents, are among 
those to whom Kelvinator has 
awarded a total of $1,000 in War 





Winners in Kelvinator’s First “Wartime Idea Exchange” Project 
$1,000 in War Savings Bonds to These Top Names in Home Economics 


SYBIL D. BATES— Asst 
Emergency Farm Labor, 
Little Rock, Ark 

ELIZABETH D. BAYKIN—Home Demonstrat:>7 
Agent, Moncks Corner, S. C. 

PHILOMENE BEGNAUD—Home Demonstration 
Agent, St. John Parish, Edgard, La. 

GERTRUDE BERG Aast. Home Service Director 
Milwaukee Gas & Light Co. 

826 N. Cass, Milwaukee, Wisc. 

CHRISTINE M. BERGIN 
Home Serrice Demonstrator, Plymouth Electri 
& Water Utilities, Plymouth, Wisc. 

MARGARET BILLINGSLEY—County Home 
Demonstration Agent, Safford, Ariz. 

JANET L. CAMERON 
Food and Nutrition Specialist 
Extension Service, Blacksburg, Va. 

ESTELLE COOK— Windom, Minn. 

DELLA L. CORDERY—Consultant 
Home Economics Dept., Public Service Electric 
& Gas Co., 80 Park Place, Newark, N. 

MRS. DOROTHY W. COUSENS 
Teacher, Newton High School, 

LURA OAKES CUSHMAN 
Mias Farmer's School of Cookery 
30 Huntington Avenue, Boston, Mass. 
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Savings Bonds this month fort 
best ideas on ‘‘Aids to Home P 
tion of Fall Fruits and Vegetable 


These timely, practical ideas h 
been published in the first issue 
“Helps for Homemakers.” J 
packed with helpful ideas for h 
wives, the booklet is now availabk 
Kelvinator retailers for distributi 
to consumers. 


“Helps for Homemakers” is p 
ned as a monthly service . . . acc 
uing point of contact between de 
and consumers, automatically b 
ing good will by filling a great 
for information at a time when ho 
wives are faced with the most ti 
homemaking problems of their 
Printed in a 514" x 8" size, it isi 
for over-counter distribution or, 
folded, for mailing. 


Next month’s project, 
Home and Family for Another W: 
of War,” has already been anne 
to Home Economists through 
pages of “‘What’s New in Home 
nomics,” leading publication o 
Home Economics profession. 


Copies of the September iss 
“Helps for Homemakers,” with 
month’s 40 prize-winning ideas, 
now available to all Kelvinator ap 
ance retailers at nominal cost 
suggest that you contact your 
vinator Distributor or Zone as 
as possible to obtain the qu 
you will require. 


booklets for consumer distribution is subject to any future Government paper conservation orders.) 
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